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... but it’s the cost of cans as they 
leave my plant that counts. Every way 


I figure it, American Can quality, 





their dependable deliveries, research 
cooperation, closing equipment and 


service help us get lowest final costs.”’ 


CANGOY AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. 
SS —“4 
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SHELVES, counters, show windows—every place where packaged merchandise is dis 
played or offered for sale—are battlefields in miniature. Packages in blue, packages in 
red, maneuvering for a more advantageous position. Fighting for the support of the 
dealer. Challenging the eye of the consumer. Competition is such that you can ill 
afford sending your products to the front in antiquated packages. Old fashioned, unat- 
tractive, they go forth to certain defeat. Pack your products in crystal-clear glass con- 
tainers. Seal them with decorated Phoenix Metal Caps. They will go over the top with 


all colors flying. They will win out in the battle for sales! 


PHOENIX METAL CAP CO. 


2444 W. SIXTEENTH ST., CHICAGO 3720 FOURTEENTH AVE., BROOKLYN 


BRANCH OFFICES: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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NEXT MONTH 


The major portion of the 
October issue will be devoted 
to a study of methods, materials 
and processes, protecting prod- 
ucts and packages. 

Not that MODERN PACK- 
AGING has ever neglected 
this major phase of the pack- 
aging picture, but in October 
special emphasis will be laid 
in an attempt to bring this 
rapidly developing division of 
packaging into sherp focus. 

P.S. It may be a very good 
idea, in filling out your All- 
America entry blanks, to em- 
phasize the protective features 
of your new package as much 
as the reasoning behind design 
and merchandising elements. 

Cover plates courtesy of 
“More Business” magazine. 
Copyright 1937 by American 
Photo-Engravers Assn. Cree- 
tor of puppets and design, 
Leah Nolan. 
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Cartoning was a slow, 


costly process in the 


“HORSE-and-BUGGY” days 





The CLUTCH SHAFT ( pictured here) 
turning in standard self-aligning roller 
bearings is typical of the features not 
available in the ‘‘horse-and-buggy”’ days 
... features that make the Redington 
Continuous Loading Cartoning Machine 
“the most complete and perfect yet.” 


Only turned and ground shafting held 
to exacting diameter specifications (within 
1/to90th of an inch) is used. This shaft- 
ing, used in combination with the standard 
self-aligning roller bearings, reduces fric- 
tion, eliminates noise, cuts down on 
power consumption and maintenance. 


F. B. REDINGTON CO. 


(Est. 1897) 





ARGE scale, low cost cartoning was out of the question years ago 

when the first Redington automatic cartoning machine was developed. 

A great many products were sold in bulk in the ‘“‘horse-and-buggy”’ days 

—before Redinglon. In many cases, it was too expensive to carton a 
product because hand labor was too slow, too wasteful and costly. 


Certainly, the early model Redington cartoning machines of 1913 were 
a vast improvement over hand cartoning, turning out neater, more com- 
pact packages. But it wasn’t until our engineers designed the first 
machine to operate at speeds of 100 packages per minute that costs were 
reduced materially, stimulating the production of packaged goods. 


an 


The Redington Continuous Loading Cartoning Machine operates at speeds 
of 100 to 200 (and even more!) units per minute, often in excess of actual 
needs. 


It is smooth and quiet, streamlined in design. Bottles, jars, collapsible 
tubes and practically any solid item sold in cartons can be loaded continu- 
ously and gently into the cartons at a fraction of the operating speed of 
the machine. 


This progress in production has been brought about by constant engi- 
neering developments and improvements ... and by the most careful study 
of the processes employed in plants making cartoned products of all kinds. 


Shown at the left are just two of the features that make the Redington 
Continuous Loading Cartoning Machine the most complete and perfect vet. 
Full details without obligation but may we have a sample of your product 
and the details of your problem? 


110-112 So. Sangamon St. 


CHICAGO, ILL. 
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MANDY LOU is nobody’s plumber. She'll not go hunting 
wrenches to open stubborn caps “the debbil must’ve invented.” 

So Mrs. Swank agrees to join the BOHTOS, Boycotters-Of- 
Hard-To-Open Seals. O-So-Sour Vinegar, which brought on 
the revolt, will nevermore be seen in Mandy’s kitchen. 

Nevermore? Not until O-So-Sour’s maker wakes up to the 
fact that there are BOHTOS, and does something to retain 
their patronage. Something, for instance, like switching to 
easy-opening Alseco Seals (no tools, no brawn, no cussin’). 
At the same time, O-So-Sour will be getting a more efficient 
rolled-on seal that permits no leakage or evaporation. 

What do Alseco Seals cost? That’s a subject we’re eager to 
discuss. Write ALUMINUM SEAL CompPANY, 1345 3rd Ave., 
New Kensington, Pennsylvania. 4 
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SEAL TIGHTER - OPEN EASIER 















GLAZED CHINTZ 











PLAID== 


Now is the time to streamline your box with this new box 
covering. Never before has there been a plaid which had the 
lines and flare of this Glazed Chintz Plaid. 

Ask to have sample sheets of this attractive fall brown mailed 
to you or your box maker and we know you will be pleased 
with the results. 


HAMPDEN GLAZED PAPER AND CARD COMPANY - - Holyoke, Massachusetts 


SALES REPRESENTATIVES 


Chicago, Ill. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld’g. 
New York, N.Y. — 60 East 42nd. St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — _ 137 Wellington St. West 


Fred’k. Johnson & Co., Limited — 234, Upper Thames Street — London, E. C. 4, England 
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Each one designed by CROWN and manufactured by CROWN—to 


CROWN 
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cause such containers are the work of a young and progressive 
organization, they reflect modern merchandising methods to 
the highest degree. Why not place your own container 
problem in Crown hands? You'll find, as many others 
have, that it’s smart business to deal with CROWN. 


CROWN CAN COMPANY 


PHILADELPHIA, PENNSYLVANIA 


DIVISION OF CROWN CORK 
AND SEAL COMPANY 
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Ribbon, now being converted by Freydberg Broth- 
ers, Inc. from Goodyear Pliofilm, offers many ex- 
clusive advantages in package wrapping. 


Notable among these superiorities are high ten- 
sile strength, ease of tying and resistance to 
moisture. Even in direct contact with damp or 
moist articles ribbon made from Pliofilm will 
not absorb moisture and deteriorate—and may 
be smoothed out and used over and over again. 


If you have a packaging problem that makes these qualities of value we suggest 
your consulting Freydberg Brothers, Inc., Stamford, Connecticut. 


For information regarding sheet Pliofilm for wrapping and Pliofilm bags, write 


Pliofilm Sales Dept., Goodyear, Akron, Ohio. 





THE GREATEST aa IN RUBBER 





*A registered 


trade-mark of The 
Goodyear Tire & 
Rubber Company 
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We are proud to present our new line of Plio 
Ribbons, a few samples of which are attached 
to these pages. Plio Ribbons are unique in the 
decorative tying field. New effects never before 
achieved are possible in this excellent new 
ribbon. 


Plio Ribbons are unusually strong and particu- 

larly pliable; they tie into the tightest knot or 

bow, without cracking or breaking. Of course, 

Plio Ribbons are completely waterproof and will not be affected by the extremes 
of weather. 

We would like to send you a few sample rolls of Plio Ribbon so that you may 
test its magnificent strength and wonderful tying qualities. 
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CLEARS THE GLASS 
PP THREAD WITHOUT 
SIDE - SCRAPING.* 


Hl 


UNDER - REACHING 
Mm GRIP HAS GREAT- 
EST DOWN-PULL 
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Crown Screw Caps with the 


..» because of the Deep H 00k Thread tion thestsrinonts 


cap thread clears the glass 
thread without side-scraping or 


CROWN SCREW CAPS with the famous Deep Hook Thread do spin on friction. One of the features of 


Crown patented construction. 


your glass containers easier. That means smoother, faster operation on your 


capping line and increased production without increased costs. #@ When the patented Deep Hook Thread 














was introduced over seven years ago, you were told that this vital improvement 
would set a new standard in the sealing efficiency of screw caps. IT HAS! 
Crown Screw Caps are easier to apply .. . they seal tighter... they provide 


a more uniform seal. Send for samples and try them on your own containers. 


CROWN CORK AND SEAL COMPANY + BALTIMORE, MARYLAND 


‘orld’s Largest Makers of Closures for Glass Conteiners 


CROWN SER CAyS 
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IS LARGELY IN THE 
PROFIT YOU MAKE 


The two loaves above are almost identical twins. They 
came from the same mix, were baked in the same oven 
and were wrapped on the same machine. Yet there is a 
material difference between them. 

The difference is largely in the margin of profit the 
baker made, for one loaf is wrapped in transparent 
cellulose—the other in Diafane at a saving of 32%. 


Diafane may be your logical wrap for sales and sav- 
ings, too. It is glossy, highly transparent, moisture-proof, 
glue or heat sealing, and comes in several grades and 
various weights—all suitable for use on any wrapping 
machine. 

Diafane is now being widely used in quite a few 
different fields. Why not investigate its possibilities in 
connection with your own packaging problems? 


Write for working samples, prices and complete data. 
















RIEGEL PAPER CORP. 342 MADISON AVE. NEW YORK 





DIAFANE 
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Q. T.— Only a Q.T. (Quarter Turn) 
to seal Anchor Amerseal or Anchor 
Beacon Caps—which makes applica- 
tion swift and easy! Only a quarter 
turn to remove it—which pleases con- 
sumers and makes an ideal reseal! In 
sealing efficiency it has no peer either, 
because of the unique lugs that result 
in its air-tight, leak-proof seal. So 
strength and purity is held in—air and 
moisture and dryness kept out. 


MILLIONS OF CAPS™Yes, Anchor 
stock rooms, of which this shows a 
corner, carry literally millions of caps 
. .. to insure service at the double- 
quick, in emergencies, as in ordinary 
times. Modern mechanized equipment 
enables us to assemble and load freight 
cars and trucks in jig time. Adequate 
stocks of raw materials, extensive 
manufacturing facilities help further 
in filling orders ... with dispatch. 





OF APPROVAL 


How Anchor Amerseal Caps And Anchor 
Hocking Containers Are Tried, Tested 
And Proven Aids To Package Efficiency 


RUBBING YRS 
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VARIETY ™ Note the diversity of 
products sealed with Anchor 
Amerseal and Anchor Beacon 
Caps — creams, salves, efferves- 
cent salts, oils, alcohols, etc.— 
only a few of the hundreds of 
drug and pharmaceutical items 
normally susceptible to leakage, 








evaporation and deterioration, 
but safely curbed when sealed by 
these efficient caps. 








POINTS OF CONTACT= From the above cross 
section you can see just how the scientifically 
constructed lugs of the Anchor Amerseal Cap 
engage the under side of the glass threads and 
draw the cap down effecting a tight, uniform 
sealing contact around the full 360° of the 
container finish. The fact that the gripping 
contact is made at but two, four, and six 
points (depending on the size of the cap) on 
the under side of the glass threads not only 
prevents the cap from gumming or freezing 
to the container finish but it insures the easy 
removal of the cap with an easy quarter-turn. 
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“RAINBOW” PREMIUMS — The biggest premi- 


um opportunity in years! Colorful, exciting 
tableware—tangerine, blue, green and yellow 
—fits in with any color scheme. Can be offered 
as single pieces or sets. The deep, brilliant 
colors, wonderfully smooth and acid resisting, 
are permanently fired on the outside—food 
touches only crystal glass. Be the first in your 
field to exploit the sales booming possibilities 
of beautiful and vivid “Rainbow” tableware. 
Get full information; write at once. 


LINE UP=In the line up of Narrow 
Neck Ovals, as illustrated here, you'll 
find Anchor Hocking represented by 23 
different capacities from 14 oz. to 16 
oz., inclusive, all manufactured under 
Anchor Hocking standards of accuracy 
and of glass quality. Name your needs; 
let us submit samples. 


EFFERVESCENT — Design- 
ed particularly for effer- 
vescent salts, these crys- 
tal glass Anchor Hocking 
Wide Mouth Ovals are 
but typical of our exten- 
sive P & P line of sturdy, 
well made glassware... 
glassware that has a 
luster and a brilliance 
worthy of the finest toi- 
letry or ethical product. 











GLASS ENGINEERS — Exterior shape is only 
one element of glass container design. All 
new styles must be worked out from an 
engineering standpoint; for structural 
strength, adaptability to machine produc- 
tion, suitability to filling and sealing ma- 
chinery and to shipping containers . . . as 
well as their all ’round practicality and 
economy for commercial display and con- 
sumer convenience. Here you see part of 
our engineering staff in one of Anchor 
Hocking’s modern glass plants. 


ANCHOR HOCKING GLASS CORPORATION, Lancaster, Ohio CONTAINER DIVISION 
ANCHOR CAP and CLOSURE CORPORATION, Long Island City, N. Y., and Toronto, Can. CLOSURE DIVISION 





o 
¥ ." . cg Mage: aN 
oN ‘ ; :. —— aie ty \ Rete 


* x “ on a ast 
. 1 &., hs ae Ee CaN 


+ 


Wah le neues 
‘ sec ws 3 len ye - NE 


tee. 
(oq, | [09 -\CTe) 


IS a guaran 


than a promise of 
Established 1881 


1462 SHAKESPEARE AVE. 


Helmold's rule is accurate, 


VER HALF A CENTURY 
of dominant leadership 


from... 
J. F. HELMOLD & BRO., INC. 


durable, uniform in temper 
and the standard of excel- 
lence in the industry. Make 
it a rule to assure yourself 
of these qualities by order- 
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Iheres Merchandizng rower 
behind these U9 Pieces 


Tre illustration (Dufaycolor) shows a 
carton and a counter stand designed and 
produced recently by “U-S” for the 
Jeannette Glass Company. 

The counter stand folds flat to size 12” x 
19” without a glue joint. The carton is 


a six-inch cube in the same colors. 


ro Wh “nn se h — “re St | 
ITE y en set up, the counter stanc 


rt NI 
/ d E, ARR E 


Uy occupies exactly a square foot 
‘ oe lOp of counter space, and makes a 
dy gleaming display of the fourteen 
pieces of toy glassware. 
The carton holds the fourteen 
pieces in a compact and sturdy 
package which is easily carried, 
— clean, attractive, colorful, 
strong, convenient. 
These two pieces have merchandising 
power. They help consumers to make 
decisions quickly. The counter stand 
answers the question “What is the prod- 
uct?” and the carton answers the equally 
important question “How can I get it 
home conveniently if I buy it?” 
We can develop something equally effec- 
tive for you. Call any “U-S” office. 


For Products that Help Sell Your Product... Gall a Representative from any “U$"" Division 


The WMITED STATES PRINTING & LITHOGRAPH COMPANY 
anp pivisions. ... . aman matt 


HOME OFFICE: CINCINNATI, 328 BEECH STREET * ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
* DONALDSON LITHOGRAPHING DIVISION 


SALES AND SERVICE OFFICES: * ERIE LITHOGRAPHING & PRINTING DIVISION 
ATLANTA CINCINNATI KANSAS CITY PITTSBURGH * PALMER ADVERTISING SERVICE DIVISION 
BALTIMORE CLEVELAND MILWAUKEE SAN FRANCISCO 
BOSTON DETROIT MINNEAPOLIS SEATTLE * W. F. POWERS DIVISION 
BROOKLYN ERIE, PA. NEW YORK ST. CHARLES, ILL. * THEO. A. SCHMIDT LITHOGRAPHING DIVISION 
CHICAGO LOS ANGELES PHILADELPHIA ST. LOUIS 











WHEELING 
























WITH THE NEW 
“SEAL-TITE” RING CLOSURE 


Emphasizing once again its leadership in steel con- 
tainers, Wheeling presents an entirely new type of 
lever closure. The “Seal-Tite” Ring Closure offers 
among many outstanding advantages: great conve- 
nience in opening and closing; modern, stream-lined 
design that becomes an integral part of the package 
without detracting from the lithographed decoration 
on it; flat top, free from obstructions—permits nest- 
ing and the use of covers with pouring equipment; 
and 100% tamper-proof construction that passes all 
tests required for ICC-6D-80 specifications. Ask 
about this and other Wheeling closures, available on 
Wheeling Steel Containers, from 1 to 70 gallons 
capacity. 


Note the Simplified 
Design! 
Only 2 pieces snapped on 
in a jiffy to form a tam- 
per-proof, flat-top, nest= 
able pail. 


newvore —sr-cous WHEELING CORRUGATING COMPANY cimcnmer: wrmearou 


' Pp ATLANTA 
cmneace cai vitsone STEEL CONTAINER DIVISION acto CLEVELAND 
WHEELING, WEST VIRGINIA DETROIT 
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A great and distinguished new line of fine whiskies and 
gins has inherited a great and distinguished name .. . 
CARSTAIRS. 


In keeping with the good taste, the honored traditions, 
the high character of Thomas Carstairs, these liquors 
were created for... The Man Who Cares. 


It was only natural that a reflection of this same high 
character and dignity should be sought in the shipping 
containers for this merchandise. CARSTAIRS selected 
H & D to produce them. Printed in attractive colors, 
these shipping containers advertise CARSTAIRS quality 


in transit and aid in selling the consumer at the point of 


sale. They’re considered, and rightfully so, an important 
link in the sales chain. 

Because it’s...H&D... these CARSTAIRS shipping 
boxes give an extra measure of protection to the products. 
All H & D engineered shipping boxes are built to the in- 


” Carstairs: 


dustry’s most exacting standards. Consult the Authori 
on Packaging... 


THE HINDE & DAUCH PAPER COMPANY 


General Offices: Sandusky, Ohio 


Factories: Baltimore, Md., Boston, Mass., Buffalo, N. Y.. Chica; 
Ill., Cleveland, Ohio, Gloucester, N. J., Hoboken, N. J., Kansas Ci 
Kan., Muncie, Ind., Richmond, Va., San- 

dusky, Ohio, St. Louis, Mo., Montreal, Que., 

Toronto, Ont. 


GET THIS FREE PORTFOLIO 
“IDEAS” is a sparkling selection of success- 
ful shipping boxes, illustrated and described. 
Your big packaging idea may well come 
from this portfolio. For your free copy, 
write to the Sandusky, Ohio, offices. 


AUTHORITY |:fip) ON PACKAGING 
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TRANSPARENT CONTAINER DEPARTMENT - UNITED STATES ENVELOPE COMPANY - SPRINGFIELD, MASS. 
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MODERN PACKAGING 





seasc 
nize ° 
age « 
and ¢ 
tal's 


creat 





Green—symbolic of nature’s most productive 
season, offers a wide variety of hues which harmo- 
nize with other colors to perfection. Its use in pack- 
age design invites the widest possible acceptance 
and above all it is “easy on the eyes”. . .Continen- 
tal’s packaging designers apply these facts in 
creating ‘selling containers’ for you. And, bat- 





COMMANDS 
alenlion 


teries of modern lithographic equipment, manned 
by expert craftsmen and aided by superior printing 
plates made in our own master engraving plants, 
assure faithful reproduction of your package de- 
sign. ..Does one of your ‘‘package family’’ need a 
new ‘‘dress’’? Possibly we can make a suggestion 
or two which will solve your packaging problem. 


ONE OF A SERIES DEVOTED TO THE USE OF COLOR IN PACKAGING DESIGN, COPYRIGHTED, 1938. 
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LaCross “Observatory” manicure set with strik- 
ing green Bakelite Molded package. Molder, 
Mack Molding Company. 





Chiclets dispensing-container for counter use 
made from black Bakelite Molded. Northern 
Industrial Chemical Company, Molder. 





Gem Micromatic Razor with permanent case 
of lustrous red Bakelite Molded. Molder, Mack 
Molding Company. 


Put permanent ‘Sales Life’ in Packages 
with durable Bakelite Molded 


THE PACKAGE that is designed to sell 
your merchandise will gain extra sales 
life if it has lasting sparkle and use- 
fulness. With durable Bakelite Mold- 
ed, you can put permanent “sell” into 
packages—just as the makers of the 
above products have done. 

Take the LaCross “Observatory” set, 
for example. The lustrous Bakelite 
Molded container not only gives strik- 
ing display value, but also creates 


BAKELITE 


GORP GORA TF EON, 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto, Can. 


BAK 


The regitered ode mots shown obove Citnguih moterohy 


profitable re-fill sales for the contents 
because of its continued usefulness 
and beauty. 

Equally sound merchandising is the 
use of Bakelite Molded for the dis- 
player designed to sell penny pack- 
ages of Chiclets. Permanently lustrous 
and attractive, this dispensing-con- 
tainer wins long-time use on the 
dealer’s counter. 

And for the Gem razor, Bakelite 
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PARK AVEN WU E, 


West Coast: Electrical Specialty Co., Inc., Los Angeles and San Francisco 
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PLASTICS HEADQUARTERS 


Molded packaging provides the added 
sales attraction of a convenient, per- 
manent case that remains unaffected 
by water, soap and long use. 

These are only three of many ways 
to put more and permanent sell into 
your packages with Bakelite Molded. 
Learn the full possibilities of this 
handsome, durable material. Write 
for Portfolio 9 of useful illustrated 
booklets. 

Na ¥. 
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o herd sales in your direction, 


use a TRANSPARENT PACKAGE 


that does not 


SHRINK or 
WRINKLE 


LUNAR 
BROMEGHO ND 


REG.U.S DAT OFF. 


Jransparent Packaging A laterial 
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IF YOU ARE WORKING ON A 
TRANSPARENT PACKAGE... 









: ERE’S no better way to attract favor- 
able attention to your product than 
to give it a gleaming, glistening trans- 
parent package. Such a package reflects 
credit to the designer and maker. And 
experience shows that it brings in sales! 

Lumarith Protectoid is ideal for effective 
transparent packaging because it stays 
bright and sparkling always. No splits— 
no tears—no wrinkles! Lumarith Protect- 
oid is water-proof, grease-proof, germ- 
proof, odorless, tasteless and non-inflam- 
mable. It does not discolor or dry out 
with age. It is not affected by extremes of 
temperature or humidity. It does not 
tarnish highly polished metal parts. It 
cements easily and permanently (actually 
a weld). It has a perfect printing surface. 

Our packaging experts will be glad to 
answer inquiries about Lumarith Protect- 
oid for any packaging application, rigid 
or flexible. Write Packaging Division, 
CELLULOID CORPORATION, 10 E. 
40th Street, New York City. Established 
1872. Sole Producer of Celluloid and 
Lumarith (Trademarks Reg. U.S. Pat. Off.) 
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There’s a migh | ty good reason for the success of these Kimble Vial _ 
packages: They strike a new keynote in modern appearance—they 





appeal to particular buyers who want daintiness, visibility of con- 
tents and pocket convenience—they are unusually strong through 
careful annealing—they are air-tight, leak-proof, sanitary and non- 


inflammable. Kimble Vials are adaptable to all types of closures 





designed to meet specific purposes and unusual requirements. 
Whether your product is old or new—whether it be a salt, capsule, 


pill, liquid or tablet—consult Kimble FIRST. It’s the one sure step 4 
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toward discovering new sales peaks and wider markets! 


PTET Sousa 
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ee © ~The Visible Guarantee of Invisible Quality _« + ° 


KIMBLE GLASS COMPANY ..-.-.- VINELAND, N. J. 


NEW YORK*+ CHICAGO** PHILADELPHIA *®* DETROIT** BOSTON 
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DESIGN 


We maintain full time designers @ 








skilled in the art of creating and 
developing modern packages and 


displays. 


WARNERCRAFT 


THE FINEST WORD IN PACKAGING 


In planning 


For 1939 


Think about your packaging! 


Possibly new designs (WARNERCRAFT) 


Or revised construction (W ARNERCRAFT) 


Folding boxes or Set-Up (WARNERCRAFT) 


Will stimulate the merchandising appeal 


Of your products. 


Why not, without obligating yourself, 


Talk with us now? 








THE WARNER BROTHERS COMPANY 


BRIDGEPORT CONNECTICUT 
200 Madison Ave., New York AShland 4-1195 
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THIS IS A SPECIMEN OF 


“ameo- Flex 












































THE NEW MULTICOLORED REFRACTION DEVELOPED BY 


CAMEO DIE AND LABEL COMPANY 





Let us show you how we can add the striking attention 


value of CAMEO-FLEX Process to your labels — box 


designs — merchandise decorations! 


CAMEO-FLEX Process is the newest development of the 
Cameo Creative Division. Our industrial designers and 
engineers are constantly working out ideas and technical 
advantages to provide our clients with original effects and 


valuable cconomies. 


We invite you to submit your next labeling or package 
design problem to our creative division. Write today for 
details of CAMEO-FLEX Process and how you can use it. 


CAMEO DIE AND LABEL CO. 


154 WEST 14th STREET, NEW YORK ¢ TELEPHONE WATKINS 9.84184 


PRODUCERS OF UNUSUJWAL 
LABELS + SEALS * DECORATIONS * BOX COVERINGS 


In CANADA: Cameo Metal Seal & Label Co., Ltd. 
372 Dowd Street, Montreal 
* REG. TRADE MARK 
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Deluxe 
sturdy, 
by the 














NOW _aNEw 


LOWER PRICED 


POURING DISPENSER 
Especially Designed for the 
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Identical in operation with the original 
Deluxe #110 server, the new #210 unit is of 
sturdy, long-lived construction... operates 
by the same, instant cut-off spring action. 


Federal Tool Corporation announces a new, low 
priced server for packer and premium work... 
a stamped unit which retains all the convenience, 
efficiency and ease of operation found in our 
widely successful higher priced server, but delivers 


them to you at about one-half the cost! 


Built of aluminum, stainless steel and steel, the 
unit will provide long and satisfactory service. 
It is ideal for the packer trade. Will fit any glass 


container using a 53 mm. closure. 





For full details as to price, delivery and construc- 


The Deluxe model #110. tion, write or wire, today, to 





FEDERAL TOOL CORPORATION 


SPECIALTY DIVISION 
400 NORTH LEAVITT STREET CHICAGO, ILL. 





“lLuden’s” Cartons are Protected with 


SYLPHRAP"-Sylvania cellophane 





“Luden’s“ —the nationally known menthol cough drop 
—is a household name. The manufacturer not only 
uses the greatest care and attention in the manufacture 
of this product, but plays safe in using the most modern 
type of packaging for its protection. @ After the cough 
drops are carefully packaged the cartons are then 
automatically wrapped in a sheet of Moistureproof 


*Reg. U.S. Pat. Off. 
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Manufactured since 1929 by 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 East 42nd Street, New York 
Brancu Orrices: Atianta, Ga., 78 Marietta Street - Boston, Mass., 201 Devonshire St. « Cricaco, Int., 427 W. 
Randolph St. - Darras, Tex., 809 Santa Fe Bldg. « Puira., Pa., 260 South Broad Street - Pactric Coast: Blake, Moffitt & 


Towne - Offices and Warehouses in Principal Cities «Canapa: Victoria Paper and Twine Co., Ltd., Toronto and Montreal 


=a aU aA Lat -Y’'S 


SYLPHRAP- Sylvania cellophane. This wrap aids in re- 
taining the freshness and moisture content of the prod- 
uct, and it also keeps the carton clean and sanitary. 
€ This outer wrap of moistureproof Sylvania cello- 
phane is a most important factor in the packaging of 
products where it is necessary to retain their original 


freshness and character. 





Works: Fredericksburg, Va. 











Beot ATTIReE’‘’ 


GUNTAINEH DESIGNING 





jor HARMONY én cho GROUP DISPLAY 


With Original Ideas in Container Design, “NATIONAL” grooms Talc and 
Toilet Powders for the smart Container Ensemble. %* Mindful of the practical 
essentials - expert in the use of decorative lithography - “NATIONAL” 


achieves HARMONY with the GROUP DISPLAY. 


See what “National” Suggests! 
NATIONAL CAN CORPORATION 


SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 
EXECUTIVE OFFICES e 110 EAST 42nd STREET e NEW YORK 
Sales Offices and Plants: 
New York City « Baltimore « Maspeth, N. Y. * Chicago * Boston « Detroit * Hamilton, Ohio 
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Efficient, Prompt Service 
for your Closure Needs 


These Mundet offices and representa- 
tives are ready to serve you 
ATLANTA 
339-41 Elizabeth St., N.E. 
BROOKLYN 
65 8S. 11th Street 


CHICAGO 


2959 N. Paulina St. W i h 7 
CINCINNATI t Th 
427 W. 4th St. t is 
CLEVELAND 


Britten Terminal, Inc. a icon 
2775 Pittsburgh Ave 

DENVER 
The Stone-Hall Co. 


385 W. Jefferson Ave Your Bottles are in Full Dress 
Commerce & Palmer Sts. 





KANSAS CITY, MO. Hold a Mundet Molded-Flange Closure in your hand . . . you can 
428 St. Louis Ave. ~ 4 } 2 a # 
a see and feel its rugged construction. More than visible good looks and 
LOS ANGELES é ee. : 
2051 E. 37th St. strength, however, Mundet Closures have built-in perfection. That's 
Sisase eae Game Co why they assure safe-sealing . . . make it easier, more 
‘MEMPHIS _ convenient for your customers to use your product. 
Memphis Bonded Warehouse ° 
NEW ORLEANS Reliable resealer: Mundet Molded Flange Corks assure 
432 No. Peters St. unlimited reseal service. Through an exclusive construc- 
>HILADELP : = ; 
gt et tion principle, illustrated here, the molded flange is 
ST. LOUIS securely anchored in the cork 
506 S. Main St. ' 
SAN FRANCISCO Extra convenience: The deep molded finger grip is an extra convenience 
ses to te Co. to the customer and facilitates the use of your product. 
PA ae For samples, prices or suggested solutions to specific closure problems, 


acti, write to Mundet Cork Corporation, Closure Division, 65 $. Eleventh St., 


Mundet Cork & Insulation, Ltd. Brooklyn, N. Y. 
35 Booth Ave., Toronto 5 


MUNDET CLOSURES 
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with the new Du Pont 





MOISTUREPROOF 





PAPER LACQUER 





OUR PACKAGE needs all the help 
¥; can get to meet today’s bit- 
terly stiff competition. 

Packages that don’t stand out 
stand little chance in the retailer’s 
display plans. 

That’s why it will pay you to in- 
vestigate the possibilities of the new 
DuPont Moistureproof Paper 
Lacquer! 

This new lacquer steps up package 





beauty . . . because of its brilliance 
and the added brightness it gives to 
colors on the label. 

It gives protection . . . because it 
is moistureproof. It keeps moisture 
out or in...whichever may be 





the requirements of your product. 

It gives greater advertising value 
... because its extra protection gives 
you an extra talking point in your 
advertising—plus the fact that its 
sparkle and lustre attract shoppers’ 
attention to your package and so help 
step up sales. 

But that’s not all! Protection 
against water vapor is only a part of 
the protection of this new lacquer. It 
also can be formulated to resist alco- 
hol, greases and other reagents. It is 





REG. U. s. PAT. OFF. 


hard to mar, scuff or scratch. And it 
prevents offsetting and smearing of 
ink on labels of products which must 
be packaged while hot. 


Made to fit your particular needs 


Due to the tremendous variety of 
products and packaging conditions, 
no one lacquer formula can possess 
in the maximum degree all the quali- 
ties mentioned above. But Du Pont 
will be glad to study your own par- 
ticular problem, and produce a lac- 
quer that will give you the utmost in 
package beauty and protection. Just 
write to: E. I. du Pont de Nemours 
& Co., Inc., Finishes Division, Indus- 
trial Sales, Wilmington, Delaware. 
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The girls have got something there! But you could 
hardly expect them to miss the obvious fact that an 
overdone package adds only to the price — and not to 
the value —— of a product. You couldn’t expect a “re- 
use” package of, at best, questionable utility to dazzle 
them into believing it makes a product worth the 
higher price they have to pay for it. 


Give them color, style, quality and distinction in 
your package by all means. Give them a package that 
combines all the features they are demanding — prod- 
uct protection, appealing appearance, sensible econ- 
omy. Give them a Package that Sells — a set-up box 
by Ritchie! 

Set-up Paper Boxes — Fibre Cans 


W. C. RITCHIE AND COMPANY - 8849 BALTIMORE AVENUE - CHICAGO 


REW YORK DETROIT CINCINNATS LOS ANGELES 
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Along with alert merchandisers in 
every field, Ritchie was quick to sense 
the significance of the growing con- 
sumer movement in America and to 
incorporate into package design fea- 
tures which reflect the desires of in- 
formied consumers. To any manufac- 
turer who uses or is able to use set-up 
paper boxes or fibre cans and who fears 
his present package might not win the 
approval of such value-wise individ- 
uals, we offer a free consultation and 
re-design service. Write us about it. 
No obligation, of course. 








ST. LOUIS ST. PAUL DENVER 


1" CO) d) 8:9 Mey Ven @- Vena re 


C. A. BRESKIN, PUBLISHER 
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If you are worrying today about the effect of the new 
Food and Drug Act upon your packages—you are worty- 
ing about the consumer movement. If you are trying to 
decide whether your future packages will use grade 
labeling or descriptive labeling—you, too, are reacting 
to the consumer movement. If your advertising agency 
has advised you to secure the A.M.A. seal of approval— 
if the health department in Keokuk questions the 
sterility of your product—if a women’s club in Glendale, 
Calif. has placed you on its black list or if several 
dozen different Federal bureaus have asked you to fill 
out several hundred questionnaires, forms, applications 
and certifications regarding your products’ packages— 
in short, if everybody seems to be telling you what you 
should or should not do—that’s the consumer movement. 
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A study and survey by the 
Institute of Package Research 


Through pressure groups, through legislation, through 
publications and publicity almost every manufacturer 
of consumers’ goods has been made to feel, to greater or 
less degree, the influence of this movement. Yet, in 
spite of its long history, the consumer movement has 
grown so fast within the last four or five years that 
few, indeed, are the people who have been able to keep 
up with its development and no complete survey or 
review of its actual status has been written to date. 

On the pages which follow, Mopern PackaGiINnG 
does not attempt such a survey which would require 
many hundreds of pages for its presentation. We do 
attempt, however, to evaluate the present status of this 
consumer movement, to measure its present effect upon 
packaging and related merchandising processes and to 
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Anent interest in consumer prob- 
US eet-M bode) ce WMe ME} o\-1-1ol MMe (-JUNA-)a-to MB ob g 
D. M. Nelson, vice president, Sears, 
Roebuck & Co., at a mid-year con- 
vention of the National Retail Dry 


Goods Assn.): 

“The New York Federation of 
Women’s Clubs states that three 
years ago there was only one re- 
quest out of fifty for consumer talks, 
two years ago one out of ten, a year 
ago one out of two, and this year 
four out of five request speakers 
who can present consumer infor- 
mation about consumer interests.” 








foretell—a little timorously—the most probable lines 
of future development. Basic to any action to be taken 
by individual manufacturers or by organizations of 
manufacturers, retailers, package designers, package 
producers or others who provide and prepare consumer 
goods, must come an understanding of the import of the 
consumer movement and the establishment of a viewpoint 
which will be sane and carefully considered. 

Certainly, in the past, many manufacturers and those 
representing manufacturers have sought to eliminate 
the consumer movement very much in the manner in 
which the town of Salem once got rid of its witches. 
They have said it didn’t exist. They have called it 
names. They have said it was unimportant. And they 
have said it was a passing fad and it would disappear as 
soon as business got back on its feet. 

Many, too, have criticized this movement which has, 
in fact, already placed much legislation on the Federal 
and State statute books—which has, in fact, already 
lined up, to a greater or less degree, millions of house- 
wives—which has, in fact, influenced our entire educa- 
tional system—criticized it in terms of dislike for its 





existence, forgetting the very fact of its existence. 

Packagers, unfortunately, cannot afford to let their 
appreciation of fallacies, weaknesses and even down- 
right exploitation of the consumer movement blind them 
to the fact that it exists, wields influence and affects sales. 

A much more temperate attitude was that expressed 
by Miss Pauline Arnold, vice president of the Market 
Research Corp. of America, in an address before the 
Lithographers National Assn. in May of 1938. 

Miss Arnold said, in part, “‘In the past few years, as 
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the consumer movement has assumed increasing im- 
portance, we have been pelted from all sides with con- 
troversial information, most of which has been devoted 
to establishing either of two contentions. By its pro- 
ponents the movement has been portrayed as the cure- 
all for which men have been waiting these many years. 
By its opponents it has been pictured as an insidious 
threat which must be combatted at every turn. 

‘These heated portrayals make exciting reading but, 
to my mind, they miss the major point. The consumer 
movement is a fact and the alert businessman does not 
contest facts; he wses them. I believe that the con- 
sumer movement is a fact which can be used not only for 
the improvement of business standards but for that most 
important of all aims, the improvement of business 
itself. First let us read a bit of the record. 

“This movement, as everybody knows, has several 
aims. Starting as a reaction against the wiles and over- 
statements of unscrupulous copywriters, it seeks in the 
first place to debunk advertising. Second, it is trying 
to do away with the high prices which, it claims in the 
words of Cooperative Distributors (an important branch 
of the movement) are largely due to ‘ballyhoo, decep- 
tive advertising, false labeling, high pressure salesman- 
ship, processors’ profits, retailers’ profits.’ Third, and 
this is the movement's great battlecry, it demands 
‘production for use’ instead of for profit. 

“The good intentions, indeed the scientific accuracy, 
of much of this work is unassailable. Nevertheless, the 
consumer movement, like any other ‘movement’ has 
tended to have its fanatical excrescences. Consumers 
have requested earnest, sensible leadership; but in some 
cases they have followed the standards of zealots. The 
movement has, for instance, developed its own ballyhoo. 
Facile pens have been just as ready to distort its prin- 
ciples as have others to over-rate the product of the 
much criticized manufacturer. 

“Tt is my belief that the explanation of such fanatical 
excrescences, even of the consumer movement itself, is 
probably in a state of mind—many consumers have 
become convinced that the position of producers is 
entirely antagonistic to them and inimical to their wel- 
fare. Alarm which arises from a mental state, with a 
relatively slight foundation in fact, is bound to run to 
extremes. And the producer-hostility-alarm has, of 
course, only the flimsiest factual foundation. To be sure, 
a good many products have failed to reach the accepted 
norm; a good deal of advertising has not come up to 
ordinary credibility standards; merchandising has re- 
sorted to occasional tricks—but this is not indicative of 
producer hostility. The very self-interest of production 
demands that such evils be corrected. 

‘The failure on the part of these promoters to recog- 
nize that their alarm is largely a state of mind is partly 
due to a lack of balance in the literature on consumer 
movements. As Paul Garrett told the Four A’s the other 
day, the production system has been accompanied by 
‘unbelievable stupidity’ in allowing the mechanism of 
this machine to remain unknown to its beneficiaries. 

“The entire public has recently been subjected to a mass 
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of very clever and often very sound propaganda on the 
consumer side of the picture. But no equally successful 
propagandist has risen to defend the producer to show, 
indeed, that the mountain of producer-consumer anta- 
gonism is fictitious compared with the molehill of 
minor maladjustment which actually exists. 

“If such a propagandist were to rise to the producer's 
defense, he would, in all fairness, state that an earlier 
consumer movement has been maintaining a powerful 
and active existence for years. If it should be called a 
‘movement’ at all, it might be identified as the ‘pro- 
ducer’s movement to understand the consumer.’ It 
probably should not be called a ‘movement’ at all, since 
it has had no axe to grind and it is for precisely this 
reason that it has had so little publicity. 

“This producers’ effort to understand the consumer, 
to find out what she wants, and give it to her, has 
resulted, on the whole, in a verification of the fairly 
obvious fact that continued sales success depends upon 
adapting products to consumer needs, and making 
claims which use of the products cannot refute. Of 
course, intimate knowledge of the consumer may sug- 
gest means of tricking them into making purchase; but, 
if trickery can often give flares of success, it certainly 
cannot build up permanent good will.”’ 

Even as she spoke, Miss Arnold's prediction of the 
rise of moves to eliminate producer-consumer antagonism 
was coming true in a number of ways. On the one 
hand, some manufacturers and some retailers have at- 
tempted—in advertising and radio programs—to es- 
tablish virtually ‘‘little consumer movements”’ on their 
own. They have sought, by posing as a part of the 
‘consumer movement,’ to get around the consumer's 
assumed antagonism toward the supplier—to place them- 
selves on the consumer's side of the fence and, usually 
by implication rather than by direct statement, to show 
that they were honest én contrast to the implied dis- 
honesty of the rest of industry. 

Obviously such a policy will, in the long run, defeat 
itself. It will either fail to convince consumers or will 


heap further confusion upon existing misunderstanding. 
But others, notably the American Retail Federation and 
the National Retail Dry Goods Assn., have sought, by 
combining their efforts with those of some of the largest 
associations of consumers, to establish a mutuality of 
interest which would lead to the setting up of standards 
and guides which could be approved and respected from 
both sides of the marketing fence. This effort has taken 
form in the Consumer-Retailer Relations Council. 

Almost simultaneously with the formation of this 
Council, industry has been confronted with the passage 
of a new and far more stringent Pure Food and Drug 
law. Thus two major influences, utterly different in 
their nature and modes of operation, have been set 
up within the past few months and bid fair to exert a 
most profound effect on packaging and packaging prac- 
tices in the near future. 

On the one hand, a voluntary, cooperative movement 
of producers, retailers and consumers is seeking to explore 
the means of meeting the demands of organized con- 
sumers without dislocating and damaging existing 
industrial set-ups. On the other hand, Government 
agencies are today armed with far greater power than 
ever before, to direct not merely the standards of manu- 
facture of certain products, but to delve into and regulate 
the wording of their labels, the size of their package, the phras- 
ing of their advertising, the cleanliness, sanitation and 
sterility and the protective qualities of their package! 

On the pages which follow, the Institute of Package 
Research has attempted to summarize and discuss these 
two influences. Much of the data contained herein is 
already widely known, but in placing it all together, it 
is the hope of the Institute to provide a broad picture of 
the background and the existing status of the con- 
sumer movement and of the Governmental administra- 
tive agencies which it has brought into existence, so 
that packagers may plan for necessary package changes, 
not merely as a matter of grudging compliance with 
arbitrary regulations but rather with a view toward 
profitably adjusting practices to a changed situation. 





Consumers’ organizations and organizations which take 
on as one of their functions the representing of the inter- 
ests of the consumer have multiplied since 1929 until 
today it is almost impossible to keep accurate track of 
their number, membership and activities. 

Certain ones, however, either because of the intensity 
of their activity, their size or their ability to attain 
public and controversial notice, have become rather well 
known. It is important, in considering these typical 
organizations to remember that for every nationally 
known ‘‘Consumers’ Representative’’ there exist from a 
few dozen to many thousands of local and regional 
counterparts influenced by the national organization 


and copying or paralleling its activities to a greater 
or less degree. 

Consumers’ organizations fall into a number of groups. 
First and perhaps most widely known are the professional 
consumer groups, organizations engaged in providing for 
subscribers—and occasionally for others—a commodity 
known as “‘Consumer Information,’’ packaged in bulle- 
tins, booklets, books, monthly magazines and confiden- 
tial announcements. 

Secondly, there are the various Governmental agencies 
supplying either factual information for consumers or 
entrusted by law with the job of regulating various 
phases of industry and commerce, in part or in whole. 
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Third, there are a number of educational groups and 
associations which have adopted definite positions on 
various questions affecting consumers and been able to 
exercise very profound influence because of the key posi- 
tions occupied by their members in the educational 
world or in the social life of thousands of American com- 
munities. These key organizations have particularly in- 
fluenced a fourth group—perhaps the largest group 
numerically—consisting of various women’s organiza- 
tions and federations of women’s clubs. 

A more recent group of organizations, and one which 
may in the end provide the key toward the solution of 
many heated controversies, are those set up jointly by 
consumers’ organizations and groups of retailers, or 


others engaged in the distribution of merchandise. 


Most important of these at the moment is the Consumer 
Retailer Relations Council, a body jointly sponsored 
by the American Association of University Women, 
American Home Economics Assn. and the General Federa- 
tion of Women's Clubs on the consumer side, and by the 
American Retail Federation and the National Retail Dry 
Goods Assn. on the part of industry. Affiliated also 
are the National Association of Better Business Bureaus, 
Inc., and the National Better Business Bureau, Inc. 


Professional Consumer Groups 


Oldest among the professional consumer groups is Con- 
sumer’s Research, maintaining offices and laboratories at 
Washington, N. J., under the presidency of Frederick J. 
Schlink. Started before the depression, the organization 
is reported to have a membership in excess of 60,000, to 
whom it issues confidential monthly bulletins, in which 
it grades various branded products as ‘‘Recommended,”’ 
‘‘Intermediate’’ or ‘‘Not Recommended.’ It also pub- 
lishes a non-confidential General Bulletin quarterly and 
a monthly news-stand magazine, ‘‘Consumers’ Digest,”’ 
which has now attained, it is claimed, a circulation of 
approximately 35,000. 

While the figures on membership and publication cir- 
culation may not be particularly impressive at first 
glance, they become far more so when it is remembered 
that very many of the members of Consumer’s Research 
are teachers, social workers, club women and others in a 
position to widely circulate the data supplied them by 
this organization. One index of the influence wielded by 
Consumer's Research and by the individuals who spon- 
sored it, may be gained by consideration of the circula- 
tion of the volume ‘‘100,000,000 Guinea Pigs’’ 
published in 1933 under the authorship of A. Kallet and 
F. J. Schlink. In a study made by the Crowell Publish- 
ing Co., the sale of this volume in the six years since its 
publication, is reported at fully a quarter of a million 
and the estimated readership for this and six subsequent 
volumes on various phases of the same subject, has been 
placed by the same authority at a total of four million. 

A second and, at the present time, perhaps more in- 
fluential organization is the Consumers Union, an off- 
shoot of Consumer's Research, founded in February of 
1936 by some of the staff members of the older body as a 
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result of a strike against working conditions at Con- 
sumer’s Research. Its operation is very similar to that 
of Consumer's Research with two exceptions, both of 
which tend to explain the rapidity with which it has 
gained a more prominent position than its parent body 
in the field. First is the fact that Consumers Union pro- 
vides a limited service at a lower annual subscription 
rate and thus has begun to tap a lower income market of 
consumer-subscribers. Secondly, the newer organization 
has taken a definite pro-labor stand and includes in its 
reports statements on the working conditions in the 
plants producing the products reported upon. 

While the criticisms and reports of both of these or- 
ganizations have centered principally around products 
and advertising claims, each has, at times, concerned 
itself with packaging. The viewpoint toward packag- 
ing is, of course, a very limited one and in instance after 
instance might be open to criticism and rebuttal. 

A tendency exists to look upon any elaboration of the 
package as an unwarranted waste passed on to the con- 
sumer. Particularly in the cosmetic field, the use of 
packages tending to enlarge the apparent quantity of the 
product has been frequently condemned on the assump- 
tion that this tendency was deliberately sought after by 
the sponsoring manufacturers and hence amounted to an 
attempt at deceiving the consumer. 

Such criticisms cannot, of course, take into account 
other factors inducing manufacturers to use these par- 
ticular packages. Thus a jar which might be condemned 
as unduly large and thick-walled for the quantity of mer- 
chandise contained, might, on examination, have been 
found to have been selected because of its ability to stand 
rough usage, because consumers valued its appearance or 
because the increased bulk gained through the use of the 
package resulted in easier handling and lowered pilferage 
rates when the merchandise is of a type sold on open dis- 
play. The broader aspects of packaging have not re- 
ceived any thorough study on the part of these organiza- 
tions. It is, of course, debatable as to whether any such 
study would be desirable. But it is surprising, indeed, 
that the professional consumer representatives have not 
undertaken any large research regarding the effectiveness 
of various types of packages in affording protections or 
conveniences supposedly sought by the consumer. 

In interesting contrast to this lack of activity in re- 
spect to packaging are a series of studies made for *‘Sales 
Management’ magazine by the Market Research Corp. 
of America in 1936—studies which brought forth and 
presented to manufacturers a whole host of consumer 
complaints about packages and containers and which 
thus provided many manufacturers with data which 
later led to a redesigning of package shapes and con- 
structions in the interests of the consumer. 

In addition to these two consumer information services 
and to the Inter-Mountain Consumer Service—offering 
in the far-western region a type of service very similar to 
that of the two organizations described above—another 
large and growing body of the professional consumers 
group is to be found among the Consumers Cooperatives 
which flourish particularly in the north central and cen- 





DATA WOMEN DESIRE ON LABELS AND PACKAGES 
FOR THREE TYPICAL COMMODITY GROUPS 


The three charts here published are based upon interviews conducted by the Market Research De- 
partment of “Retailing” wth some 750 consumers—members of women’s clubs, parent-teacher asso- 
ciations, senior students of home economic departments and others. Reprinted through the courtesy 
of “Retailing.” Copyright 1938 Fairchild News Service. 
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Color Fastness 

Contents (fiber). . 

Washability and Washing Instructions 
Shrinkage (pre-shrunk Sanforized) 
Correct Size . 

Dry Cleaning 

Name of Manufacturer 

Wearability . 

Instructions on Care . 

Silk Weighting 
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75.48 
70.91 
66.83 
64.66 
35.10 
31.49 
19.23 
15.62 
11.54 
11.06 


Senior 


59.73 
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36.91 
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12.08 

4.03 


Students 
Average Professional Home 
Economics 





Comat. «§ «© & «+ «ts «© «© «© TRS 
Washability and Instructions . . . . 56.70 
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Wearability, Durability . . . . . . 26.82 
Construction, Workmanship . . . . . 935.20 
Instructions on Care... « « « « |) ZnS) 
Tensile Strength and Quality . . . . 21.23 
Inner Construction (fillings, springs, etc.) . . 19.83 
Specific Guarantees. . - . . . . 1453 
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60.33 
37.19 
30.58 
15.70 
28.10 
19.01 
12.40 
19.01 
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Electrical Ratings or Characteristics . 
Instructions on Cleaning and Care 
Instructions on Use . 

Approximate Life 

Kind of Current . 

Construction, Workmanship . 
Guarantee, Miscellaneous 

Servicing, Replacements 

Content (material) 


Name of Manufacturer 


64.47 
50.94 
35.22 
28.93 
22.96 
17.92 
17.30 
16.98 
16.35 
15.09 


17.76 
47.66 
30.84 
18.69 
16.82 
14.95 
23.36 
13.08 

4.67 

5.61 


88.15 
52.61 
97.44 
34.12 
26.07 
19.43 
14.22 
18.96 
22.27 

19.91 





INFLUENCE OF CONSUMER 
INFORMATION SERVICES 
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consumer information services have come to in- 
fluence women is gained through the “Reader- 
Editor Report No. 17."’ published by the research 
department of The Crowell Publishing Co. Reader- 
Editors of the “Woman's Home Companion” are a 
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ages and incomes who function as advisory edi- 
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naires. They live in all parts ofthe country and 
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of The Crowell Publishing Co. that their opinions 
are representative of the majority of those who 
read the "Woman's Home Companion.” 
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144 women, or about one in seven, replied in 
the affirmative. A breakdown by ages showed a 
slight increase in the number who join as they 


advance in years. 


25 years and below 11.3% 
26 to 35 years 12.8% 
36 to 45 years 16.3% 
46 and over 18.2% 
Average 14.8% 


Nearly all of these women agree that these ser- 
vices help them in their buying, 97.6 per cent an- 
swering “yes” to this inquiry and only 2.4 per 
cent saying ‘‘no.” 
Some 45 per cent of the Reader-Editors have 
Ff read either’’100,000,000 Guinea <3 Co fF) ato DY =1-) ol 
fo) Me) teX =) aN oLole) ¢-Me) leh t-Mol oot do (ol (:) aa. Wobu-tol <olohuaeM obi 
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Sd -Meo sole M teM (otve(-Mottt(-\-Met-B (eo) lloya-t 


BY AGE GROUPS 
Under 25 years 59.8% 
26 to 35 years 45.7% 
36 to 45 years 40.5% 
46 and over 43.4% 
Average 45.1% 


BY POPULATION GROUPS 
Cities over 100,000 52.6% 
Large towns, 10,000-100,000 48.3% 
Smail towns below 10,000 35.3% 
Average 45.1% 





tral states, but which have spread within the last few 
years to a number of other regions. 

Consumers Cooperatives are, as the name implies, 
organizations engaged in retail trade and occasionally in 
wholesale trade and manufacturing, owned (by onedevice 
or another) by the consumers who form the body of their 
customers. While this movement has, in this country, 
never begun to approach the degree of development 
which similar movements have achieved in Great 
Britain and the Scandinavian countries, the growth of 
Consumers Cooperatives in recent years would indicate 
that the theory once held—namely, that such organiza- 
tions cannot be successfully fitted into the habits of the 
American purchasing public—is, in part at least, falla- 
cious. Certain specialized types of cooperatives, such as 
the gasoline cooperatives in the middle western states, 
have operated successfully for a number of years, al- 
though the rate of commercial failures in general is 
probably higher than that of private businesses. 

Consumers Cooperatives have tended to arise and to 
grow, in part at least, on a dissatisfaction, existing 
among their members and customers, with available 
privately owned sources of merchandise. They have 
therefore quite naturally found themselves in close 
sympathy with many of the positions, in regard to ad- 
vertising, packaging and other phases of merchandising, 
adopted by the research and subscription organizations 
described above. Although as yet perhaps one of the 
weakest links in the entire consumer movement, they 
will deserve much careful watching since they have be- 
gun to acquire capital and technical aids—such as the 
Filene Endowment—and since they fit in with the plans 
or proposals of a number of individuals and organiza- 
tions prominent and influential in the New Deal. 

An indication of the present volume of business con- 
trolled by Consumers Cooperatives may be gained from 
figures cited by ‘‘Fortune’’ magazine. These figures esti- 
mate gross volume in 1935 at four hundred and twenty- 
five million dollars, representing 1.3 per cent of the 
nation’s retail business in that year. More significant, 
they estimate the 1936 volume at five hundred million 
dollars, an increase of 18 per cent over 1935! 

While the effect of the Robinson-Patman Act on Con- 
sumers Cooperatives is not yet clear, it would seem that 
by hamstringing, to a degree at least, their closest com- 
petitors, the chain stores, this bill has served to provide 
an opportunity, if not a certainty, of growth for the 
cooperative organizations. 

It is particularly significant that Consumers Coopera- 
tives have recently gone beyond retailing and now in- 
clude at least two cooperative mail order houses and a 
number of cooperative wholesaling and even manu- 
facturing organizations. 


Governmental Agencies 


Four departments of the Federal Government are directly 
engaged in activities related to the consumer movement. 
The National Bureau of Standards of the Department of 
Commerce has worked for many years on the establish- 
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ment of specifications for the purchase of Federal mate- 
rials and supplies, and through this activity it is in pos- 
session of perhaps the largest existing body of confiden- 
tial laboratory data relating to qualities desired and ob- 
tainable in every sort of consumer goods. The Bureau 
publishes specifications as a result of its research on 
specific products and then publishes lists of manufac- 
turers ‘‘willing to certify’’ that their products conform 
to these specifications. 

In cooperation with the American Standards Assn., the 
Bureau is engaged in working out consumer standards in 
conjunction with the National Retail Dry Goods Assn. ' 

The Department of Labor, through its consumers’ 
project—originally started as the Consumers’ Advisory 
Board of the N.R.A.—is likewise engaged in both factual 
studies and publication and dissemination of consumer 
information. It has, for instance, published a booklet, 
“The Family Medicine Chest,’’ written by Rachel 
Palmer, author of ‘‘40 Million Guinea Pig Children."’ 

The Office of Education of the Department of the In- 
terior—working closely with the American Home Eco- 
nomics Assn.—does extensive consumer education work 
in the provision of information and in the suggestion of 
methods of teaching in home economics classes in secon- 
dary schools and in adult classes. The division has pub- 
lished numerous guides and suggestions for teaching 
‘consumer buying”’ in the schools. 

Most deeply interested in the question is the Depart- 
ment of Agriculture. Through its Agricultural Exten- 
sion Service, agents of the department have carried on 
consumer education work in small towns and rural com- 
munities and in cooperation with the home economics 
departments of many, if not most, of the land grant col- 
leges. Its Home Economics Bureau receives upwards of 
150,000 inquiries per year for its many pamphlets on 
foods, diets, textiles, budgets, household equipment, etc. 

Its principal activity has, of course, centered in the 
Food and Drug Administration, originally established to 
enforce the Act of 1906 and under the new Federal Food, 
Drug and Cosmetic Act, the authority of the Secretary of 
Agriculture in regulating industry has been widely ex- 
tended and broadened.’ 

An indication of the extensive Federal influence on the 
consumer movement—and of the correspondingly great 
influence of the movement on the Federal Government— 
may be gained by an examination of the hundred-page 
bibliography, entitled “‘Consumers’ Bookshelf,’’ pre- 
pared by the Consumers’ Council Division of the Agri- 
cultural Adjustment Administration. This volume lists 
many hundreds of publications dealing with every type 
of consumer problem, including most common commodi- 
ties, budgeting, consumer credit, standards, grades and 
labels, aid for teachers of consumer problems and even a 
bibliography of bibliographies on the subject! The 
items listed include, of course, dozens upon dozens pub- 
lished by various Federal departments and bureaus. 

The attitude of government agencies cannot be de- 
scribed in any single sentence. It varies from department 


' See section on Consumer-Retailer Relations Council (page 98) 
2 See section on Food and Drug Act (p. 100). 


to department and from publication to publication. By 
and large, it can hardly be said to be, to any degree, as 
antagonistic or as skeptical as are the private consumer 
information services. On the other hand, many a manu- 
facturer and advertiser has winced under the lash of criti- 
cism directed at his products or methods of doing busi- 
ness, through such Government agencies. 


Educational Groups 


Three comparatively small but extremely influential 
associations are actively engaged in the consumer move- 
ment, but may be distinguished as “‘educational’’ rather 
than as ‘‘professional’’ consumer groups, a distinction 
which implies an attitude. 

The American Home Economics Assn., with a mem- 
bership of 12,000, of whom over 7500 are teachers of 
home economics, exercises a tremendous influence be- 
cause of its key position in the educational field. Its 
membership includes about half the number of home 
economics teachers in the high schools in this country, 
which enroll upward of three-quarters of a million 
students annually in home economics courses. The 
Association has taken an active part in the support of 
many legislative acts affecting the consumer and is a 
supporter of the Consumer-Retailer Relations Council. 

The American Association of University Women, with 
some 55,000 membership and the National League of 
Women Voters, with 48,000 members, both havea definite 
consumer program, exercise a definite leadership in con- 
sumer thought in the many communities in which they 
are represented and have profoundly influenced the pro- 
posal of consumer legislation and the shape which such 
legislative proposals take. 

Influenced by these organizations and in general fol- 
lowing their line of approach, are a number of others of 
very wide membership. 

The National Congress of Parents and Teachers, with 
a membership in excess of one million, eight hundred 
thousand, is active in consumer education and, quite 
naturally, is very much interested and influenced by the 
activities of the American Home Economics Assn. The 
Federal Council of the Churches of Christ in America, 
the League of Women Shoppers, the National Council of 
Catholic Women, the National Council of Jewish 
Women, The National Consumers League, the National 
Federation of Business and Professional Women's Clubs, 
the National Women’s Relief Society, a number of trade 
unions and trade union women’s auxiliaries and many 
other local or regional organizations of similar character 
are active in the consumer movement more or less. 

The General Federation of Women’s Clubs, with a 
membership of two million, in addition to other activi- 
ties, is an active member of the Consumer-Retail Rela- 
tions Council. 

The Women's Joint Congressional Committee is the 
legislative watchdog for a group of eighteen organiza- 
tions, including a number of those listed above and 
hence represents, in legislative (Continued on page 98) 
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1. Any side is the front of this attractive carton developed by 
Harry H. Farrell for Del Crest Oleomargarine. Clean and modern 
in treatment, the carton conveys an air of purity and desirability. 

2. While the packaging of 666 Tonic was considered sound, the 
Monticello Drug Co. decided that the closure could be improved 
upon. Accordingly, the cork finish closure with waxed hood held 
in place by a red rubber band (at extreme left of illustration) was 
discarded and a neat molded cap adopted. Caps by the Closure 
Division of the Owens-Illinois Glass Co. 

3. Lechleitner’s marshmallow is presented in tumblers, decorated 
in several color combinations, that have a definite re-use value after 
the contents have been consumed. Design is changed at intervals 
to encourage the housewife to accumulate sets of tumblers in each 
newly introduced set of patterns. Containers designed and manu- 
factured by the Hazel-Atlas Glass Co. 

4. While the original color scheme of blue-green has been re- 
tained on John Morrell & Company’s E-Z-Cut Ham wrapper, 
designer Harry H. Farrell has created a new and striking design 
pattern. A practical feature is the utilization of a !/s in. white 


line between color so that close registry presents no problem. 
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5. Sherwood Brothers report a brisk demand for their home dry 
cleaning preparation, Rich-Sol, in a new one gallon can, in light 
blue with yellow trim, which utilizes small replicas of the large 
shield carrying the product name. The two gallon can, is essen- 
tially the same except for the deletion of the shield-pattern back- 
ground. Containers by the Crown Can Co. 


6. Finding immediate buying response is this new line of fruits of 
Rood & McLean. The label, placed at the base of the jar, encircles 
the container while leaving the major portion of the fruit visible to 
do its own selling job. The packages are topped with lithographed 
White Cap Co. closures. 


7. Peds House Stockings may be an answer to those women who 
want to save their hose or don’t want to wear hose at all and yet 
be comfortable. The shoe-high stockings are presented in cartons 
that tell the story. Of a size convenient for the handbag, they 
illustrate how the product is used and provide information as to size, 
color, style, etc. Designed and made by Robert Gair Co., Inc. 


8. When the Brite-lze Co. decided to package its lens-cleaning 
fluid, they turned to Kimble vials which are of a size convenient for 
handbag or pocket. The vials are furnished with either a paper 
or decalcomania label and are topped with molded closures. 


9. A package as novel as the product is being used by the Magic 
Straw Co. for its flavored straws which produce pleasant tasting 


drinks when placed in sugar water. The carton is of double shell 
construction and a downward pull on the outer shell automatically 
lifts the lid. Two rubber bands and the semi-circular lips on the 


inner shell are the simple mechanisms involved. 


10. These stationery boxes utilize Lumarith Protectoid tops to 
serve the double purpose of protecting the product from dust and 
dirt while on display and achieving appeal as novelty boxes for 
handkerchiefs, jewelry, etc., after the original contents have been 
used. Boxes made by Young Bros. for Marcus Ward, Division of 
Sherman Envelope Co. Photo courtesy Celluloid Corp. 


11. Old Pioneer port wine, a product of the Fredonia Products 
Co., is packaged in jugs which incorporate features of practicality 
and design elements in keeping with the product. The grape pat- 
tern and bottle neck design are harmonious while the wide-flaring 
finger grips on the gallon jug permit ample space for a firm hold on 
the container. Containers by the Hazel-Atlas Glass Co. 


12. Char-Tex, an antiseptic mouth wash distributed by Char-Tex 
Sales Co., is packaged in containers that give full display to the 
bright cherry-red color of the product. The label copy is printed 
directly on the glass in white. Each bottle is provided with a white 
Cel-O-Seal band over white molded closures. Bottles by the 
Hazel-Atlas Glass Co. and Owens-Illinois Glass Co. Caps by 
Owens-Illinois Glass Co. and The Aridor Co. 
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13. Redesigned because the product name failed to convey the 
nature of the contents in the package, Beech-Nut Oralgene now 
becomes Oralgum and is presented on the market in a new dress. 
The yellow background and blue panel with its simple design provide 
increased legibility as compared to the old carton. Created by 
Arthur S. Allen. 

14. From nailed wooden boxes to cartons is a recent transition 
made by the Shefford Cheese Co. The change achieves marked 
advantages for consumer, retailer and for the sponsoring company 
itself. The consumer is ofered a package for home use, easily 
opened, light in weight and neat in appearance as contrasted to 
the former containers. The retailer receives the 92-lb. packages 
in a master carton holding ten boxes, simplifying storage problems. 
The Shefford Cheese Co. gains the advantage of lowered shipping 
costs and simplified packaging operations plus added display at 
point of sale. Designed and made by the Gaylord Container Corp. 


15. A new product, ingeniously packaged, is the Shubs Tobacco 
Co. individual humidor. The pipe tobacco is packaged in heat 
sealed cellophane bags which are, in turn, placed in a display- 
shipping container. Each of the three blends are set in separate 
sections in the carton, sealed with the Government stamps. Thus 
when one section is emptied, the dealer need not order a complete 
set, but only the blend he desires to re-fill the display. In shipment 
the unit utilizes an overwrap of cellophane. Cellophane by E. |. 
du Pont de Nemours & Co., Inc. 

16. A ‘Golden Facial Treatment’’ which combines Daggett & 
Ramsdell’s cleansing and tissue creams is offered in a neat set-up 
box with a die-cut platform which holds the two jars in display 
position. A gold pyroxylin sleeve, announcing a special offer of 
the product, slips over the regular sales package. Carton by the 
Imperial Paper Box Co. Jars and caps by the Hazel-Atlas Glass Co. 


17. Newest addition to the La Cross manicure line is presented 
in a trim looking molded Durez plastic container. The package 
displays well on the store counter and is equally presentable on the 
dressing table. The hinged lid provides easy access to the bottles 
which are held in position by molded-in recesses in the base of the 
container. Molded by the Mack Molding Co. 

18. An appropriate packaging ensemble is utilized for Maison 
Jeurelle’s Cool-Ogne. The squat, square bottle placed inside of 
a rigid transparent box is reminiscent of an ice cube within an ice 
cube—lending a refreshing air of coolness to tie-in with the product 
name. The crisp ribbon tie and simple label design complete the 
harmonious unit. Box by the See-Thru Container Corp. Rib- 
bonette tie by Chicago Printed String Co. 
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G-E IS IN THE SOAP BUSINESS 


Were you to find the letters ‘‘G-E"’ on a giant dynamo, 
an electric locomotive or a minuscule, you would, of 
course, evince not the slightest surprise. But many an 
eyebrow will be raised in wonder at a new product now 
on the market—General Electric Washing Compound. 

For General Electric is now in the soap business. It 
didn’t particularly want to get into the soap business, but 
it did want to improve the effectiveness of its home laun- 
dry equipment. In seeking cleaner, whiter clothes in 
the laundering process, G-E engineers made a very 
thorough study of the chemical reactions taking place 
during the ordinary cycle of the washing machine. 
They found that hard water provided the principal cause 
of washing failure. The mineral content of the water 
combined with the alkalis in soap to form a sort of me- 
tallic soap or soap curds. These being insoluble, they 
adhered to fabrics, were ironed into them and as a result 
left the clothes with a hard texture and grayed light fab- 
rics despite the most efficient washing. 

Even in areas where rain water ts available for laundry, 
it was found that the calcium from perspiration adhered 
to the clothes and tended to harden the water. The 
commonest tendency on the part of housewives in such 
cases is to add more soap. Excess suds, however, were 
discovered to give poorer washing results because they 
simply created additional soap curds. 

Since the natural reaction of the housewife has been 


Sale and single portion packages of the 
new G-E Washing Compound utilize 
identical design and capitalize upon the 
prestige of the General Electric name. 





to blame the machine rather than the soap (particularly 
after soap quantities were increased without a change in 
the resulting quality of the laundry), G-E research quite 
naturally turned toward the seeking of an improvement 
in the soap itself as a means of protecting the reputa- 
tion and the efficiency of the washing equipment. 

The answer was found in a chemical—neither bleach 
nor acid—which is claimed to act like calcium in such a 
way that it cannot combine with soap alkalis. With 
this chemical as a base, to effect a softening of the water, 
a new washing compound was created and has been ex- 
tensively tested. The product is being distributed 
through G-E dealers in two varieties, one for very hard 
water and one for medium. While no very extensive pro- 
motion of the washing compound has as yet been 
planned, the item is being promoted in conjunction with 
the current advertising of G-E home laundry appliances. 

The product is packed in a sales carton containing a 
number of single service packages or portions, each suf- 
ficient for an ordinary wash. This portioning in smaller 
subordinate cartons is in itself a novelty in the soap field 
and would seem to afford to the housewife a convenience 
and economy not otherwise available. It is, of course, 
in line with the company’s original aim in sponsoring 
the product—namely, to insure the proper and convenient 
use of the machine by providing, not merely the right 
quality of soap but also the (Continued on page 94) 
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The old tubes, seen in the background, differ from product to product 
in both design and color scheme. The new tubes, by contrast, present an 
instantly recognizable family relationship. Note the bright white back- 
grounds used to give an air of cleanliness and to set off the strong lettering. 


LISTERINE REPACKAGES 


With a minimum of fanfare and advance publicity, the 
entire family of Listerine Tooth Paste and Shaving Cream 
packages has recently made its appearance on the market 
in a new dress. The new designs represent the result of 
approximately two years of careful study and research 
aimed towards the development of a more attractive 
and—possibly even more important—a more powerful, 
readable and easily visible group of packages. 

The changes involve the elimination of a number of 
dissimilarities which existed as between one product and 
another. They involve the introduction of a new style 
of lettering, of new and brighter color schemes and of a 
unified family relation that heretofore was lacking. 

The work has been carried on under the direction of 
designers Arthur S. Allen and Sydney Bagshaw, who con- 
ducted hundreds of experiments with color schemes in 
seeking the most effective plan for packages of this type. 

Most quickly apparent of the new changes introduced 
is the refinement in lettering and space, particularly as it 
affects the word ‘“‘Listerine’’ and the descriptive words 
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and brings its growing family of 
tube products into family relationship 


denoting the product contained in each package. The 
Sans-Serif letters formerly used were abandoned in favor 
of a bold rendering of the word “‘Listerine.”’ 

On the cartons, all copy has been reproduced in re- 
verse, giving a bright, white letter against a printed 
background. In a series of extensive experiments, both 
upper case and lower case letters were tested for the 
product name. The final decision fell in favor of capital 
letters for both brand and product names, with the word 
“Listerine’’ always dominating. The manufacturer's 
name, formerly reproduced on every carton as a portion 
of the maia panel, was removed from this position, add- 
ing to the simplicity of the elements found on the dis- 
play portion of the carton. Directions, manufacturer's 
name and all other matter were placed on the side panels 
of the carton, where they would not serve to complicate 
display problems. 

A particularly interesting innovation is found in the 
printing applied to the side tabs of each carton. These 
are usually left unprinted on the theory that they are 
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unseen until the carton is opened. The designers in this 
instance, however, utilize these tabs to cross-advertise 
other Listerine products and thus a carton for shaving 
cream will suggest on its tabs “‘Listerine Antiseptic for 
dandruff—the proven treatment’’ or “‘Start the day 
right—gargle with Listerine Antiseptic.”’ 

In the case of the family of tubes, it was thought best 
to make them all white since the products, in every in- 
stance, are bathroom items and the feeling of cleanliness 
associated with whiteness was deemed to be definitely 
desirable. Each tube carries the same lettering and color 
scheme as does its companion carton, but reverses the 
colors, utilizing colored letters on white rather than 
white letters on color. 

The graded lines, stepped from light to heavy, which 
were utilized on the cartons are carried over to the ends 
of the new tubes as well, each tube thereby gaining, at 
its discharge end, a permanent trade mark feature making 
for instant identification even when the brand name and 
other lettering have been completely obliterated during 
the process of consuming the contents of the tube. 

The most difficult choice in the entire redesign job 
was, of course, the selection of colors to be utilized for 
the various products. In making this selection, the fol- 
lowing procedure was carried out: First, a display was 
made of all competitive products. This gave a hetero- 
geneous lot of color with no rhyme or reason. There 
were reds, blues, yellows, greens, of all values, used in 
almost innumerable combinations. While no desire, of 
course, existed to copy the color of any other product, 
the display was utilized as a means of making certain 
that the Listerine package would stand out in a more 
desirable contrast. By having the display readily avail- 
able before the designers at all times, it became possible 
to make certain of avoiding copying not merely the color 
scheme, but even any single color of any competitive 


The old cartons, of a somewhat faded appearance, utilized a light 
green and white for the Shaving Cream, a light greenish-tan and 
white for the Tooth Paste. Main panels of both cartons were 


cluttered by company name and other data. 


product. At the same time, from a positive point of 
view, the designers were able to assure themselves that 
their own packages were better, particularly in regards 
to visibility and eye appeal. 

As most of the competitive products were of a very 
strong chroma, it was decided to adopt a uniform value 
and chroma of color for all products but to use a different 
hue oneach. In this way a family color resemblance was 
achieved, assuring each package of the ability to stand 
by itself, yet giving each such equal color prominence 
as to permit display in close juxtaposition. 

The final colors chosen were a purple-blue for the 
Tooth Paste and a green-yellow for the Shaving Cream, 
both being used in conjunction with white on both tops 
and cartons. This system likewise served to guarantee 
that, no matter how many additional products may be 
added from time to time to the Listerine line, there will 
always be a color which might fit into the scheme with- 
out detracting from the family display value. 

The cartons were designed for maximum display value 
under varying conditions. Thus the end panels are 
capable of standing by themselves or of being used in 
building a display of alternating end and side panels. 
The side panels, of course, can be built up into display 
pyramids or other forms, providing an excellent effect. 
Finally, as a result of the color plan outlined above, it 
becomes possible to achieve good display values even 
when the ends and sides of different products are 
alternately built into a display. 

The company reports that the new products have 
achieved an instantaneous dealer acceptance and are—at 
this early stage of their introduction—achieving marked 
consumer acceptance. Most notable has been the pro- 
nounced willingness of dealers to increase the display 
space ordinarily given to these products and to volun- 
tarily offer space heretofore practically unattainable. 


The new cartons eliminate company names on their main display 
panels, introduce graded lines to edge the cartons and change the 
traditional Listerine lettering in favor of a bolder style of type. 
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PROTECTING THE CONSUMER 


There is a supplementary story told only in the most pro- 
gressive part of Rip Van Winkle country to the effect that 
when Rip awoke from his 20 year sleep, he “‘trucked”’ 
into Poughkeepsie, hired himself a manager and started 
to wake the entire Hudson Valley. Some even say Rip 
ran for Congress but, of course, that is an exaggeration. 

At any rate, the hardware industry, which a year or 
so ago awakened to the fact that packaging existed as a 
tool of merchandising, seems now to be ‘‘trucking”’ into 
town with all the aplomb of an old hand at the game. 
Two of the neatest and best thought-through jobs of 
hardware packaging have recently been completed by 
The Irwin Auger Bit Co. and both are being widely ex- 
ploited to the retailer in advertising which stresses the 
advantages gained through the package improvements. 

Auger bits had previously been wrapped in waxed 




















1. Die-cut three-dimensional cards accompany each 
Irwin screw driver to tell the selling story of the 
“three tests’ which distinguish these products. 


2. Auger bits now come individually wrapped in 
cellophane or in cellophane window slide boxes. 
In both cases, red corks protect the bit tips and cel- 
lophane affords visibility plus protection against rust. 
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against his own handling of their product is the 
problem neatly solved by The Irwin Auger Bit Co. 


paper which acted as a protection against moisture, pre- 
venting rust prior to sale. The waxed paper has now 
been replaced by moisture-proof cellophane which per- 
mits full visibility for the bits and thus encourages 
dealers to display them. To protect the cutting head of 
the bits a colorful red cork is placed on each bit tip to 
guard against damage in shipment. The cellophane is 
wrapped over this cork and rises as a cylinder around the 
spiral bit to be anchored, at the shank, under a bright 
red label carrying brand name, size and stock number. 

The new package not only permits display of each bit 
but allows for examination by the prospective customer 
without removal of the protective wrapping. When 
Opaque papers were used, the removal of the wrapping 
for examination and the handling by the customer— 
which removed the oil film—often resulted in the expo- 
sure to rust which the wrapping was designed to prevent. 

To encourage sales of bits in sets, the company has 
introduced its bits in die-cut slide type cellophane win- 
dowed cartons, bits which formerly sold either singly or 
packed in wooden chests or leather rolls. Both of these 
packings resulted in a substantial addition to the cost of 
the bits and thus served to discourage set sales. While 
these two methods are still used and probably will be 
used for some time to come, since certain consumers find 
a definite advantage in the permanent re-use package, the 
new cartons are reported to have already achieved a wide 
popularity in the hardware field because they add noth- 
ing to the retail cost of bit sets and permit easy stocking 
and admirable display. 

Bits packed in these so-called ‘‘Sellopak’’ boxes have 
the protective cork cutting head feature but are not in- 
dividually wrapped in cellophane (Continued on page 96) 
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The classic beauty of a Greek column 
has been captured in the bright white 
fluted jar which forms the Italian Balm 
gift container. Beneath the pale blue 
over cap, which bears brand identi- 
fication and carries on the straight 
lines of the container, is a standard 
threaded cap. The bottle’s finish is 
such as to permit its use in the more 


than million dispensing devices installed 


in the homes of Campana customers. 








CAMPANAS GIFT CONTAINER 


Italian Balm, principal product of the Campana Sales 
Co., is an item which enjoys a fairly steady all year round 
sale, heightened, perhaps, with the arrival of sleety, 
wintery weather. It is hardly to be called a seasonal 
item. Yet in the last five years, the company has dis- 
covered that it is possible to gain a fairly large volume 
of gift and holiday sales through the use of special 
packages and through the exploitation of the renewed 
dealer and consumer interest which is awakened by 
the novel package. 

The company’s first venture in gift packaging, some 
four years ago, consisted of a special lithographed sleeve, 
designed to fit over the regular $1.00 bottle and mer- 
chandised as a ‘‘deluxe Christmas gift package."’ After 
Christmas, of course, the sleeve could be slipped off and 
the package was ready for open stock. Sales were found 


is designed for all year use- 
fulness and year round sales 


to be so satisfactory that the same scheme was repeated 
the following season. 

Then two years ago, a decision was made to bring out 
a special holiday gift package. A square cut glass bottle 
with a brass cap and a metal foil label was designed and 
named ‘‘The Imperial Bottle of Italian Balm.’ The sales 
performance of this new package carried the graph of 
holiday sales still higher and once again the promotion 
was continued for a second year. 

For the 1938 season, in line with the company’s custom 
of not repeating a special package for more than two 
years in a row, a new gift package has been designed. 
Although essentially a holiday package, specific refer- 
ence to Christmas has been carefully avoided and it is 
worthy of note that no holly or Christmas decoration 
appears anywhere on the package (Continued on page 92) 
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The Teacher's practice bag utilizes an imprint retaining many 





of the characteristics of the familiar Teacher's whiskey label. 


NO BILLBOARDS ON THE GOLF LINKS 


One of the best markets for a top flight brand of Scotch 
is to be found in the club houses of the thousands of 
American golf clubs. Certainly with millions of golfers 
touring the links every week, any advertising manager 
would jump at a chance to monopolize the billboard 
privilege at, let us say, the seventeenth hole of every 
club in the country. But fortunately or otherwise—de- 
pending upon whether you are a golfer or an advertising 
manager—you can't place billboards on a golf course. 
Figuring that there are more ways to skin a cat or 
reach a golfer than meet the eye, C. D. Bailey, vice 
president of Schieffelin & Co., devised a used ball bag 
which is now being distributed to golf clubs on a nation- 
wide scale, after a successful trial promotion in the New 
York metropolitan area. Through this distribution, the 
company is securing ‘point of impulse’’—if not point of 
purchase—advertising space which no money could buy. 
Made of heavy cotton greige goods, the bag will sup- 
port something over too lbs. and is built to withstand 
the heavy usage of one or more seasons of ardent golfing. 
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but Schieffelin & Co. found a way of advertising Teacher's 
Scotch whiskey at the point where a thirst arises. 


It will carry a gross of practice balls or may be used—at 
the preference of the individual owner—to carry shoes, 
as a laundry bag for soiled golf clothes or as a catch-all 
for golfers’ knick-knacks—pencils, tees, score cards, 
gloves, handi-tape and what not. 

The bag is equipped with a cord pull string by which 
it may be quickly closed and which serves as a carry 
handle as well. Its face is imprinted with a multi-color 
design, the central panel of which features Teacher's 
Scotch whiskey, for which Schieffelin & Co. is the 
American distributor. Two small reverse panels read, 
respectively, “‘Practice balls’’ and “‘Remember your ‘pro’ 
is a teacher, too.” 

Distribution is effected either through the liquor con- 
cessionaires or the pro of each club and the company 
reports a growing series of requests from clubs which had 
heard of the new utility containers through members 
who had visited the New York area. 

Credit: Sterling Bag Co. for the manufacture and im- 
printing of the containers. 
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emphasis now placed on merchandising rather thon on “‘art'’ 


1. Chosen for Silver Award among packages having points of con- 
sumer convenience, this fibre can for Glacia salt is distinguished by 
a patented molded pouring device which serves as a closure. It is 
held in place by a cardboard disc in the top of the container. The 
Glacia cartons have likewise been redesigned, the former design 
being shown in the background. 


2. Winner of the Silver Award for shipping container construc- 
tional ingenuity, the Colclough china fibre case accommodates a 21- 
piece set in a compact and efficient manner. One side of the case 
is cut away to show the interior packing and offers an interesting 
contrast to American packaging methods. 


3. The Gold Award for the outstanding packaging achievement of 
the year was received by Rowntree & Co. Ltd. for its well designed 
candy packages and displays. It is interesting to note the essential 
similarity of the various candy bar packages, each being designed in a 
strikingly simple and modern manner. 


The winning entries of the second annual ‘Awards for 
British Packaging,’ sponsored by the publishers of 
Shelf Appeal, the packaging journal of Great Britain, 
have just been announced. 

It would seem, from an examination of the prize 
winners, that the British packaging industry and its 
designers have shown a quick and remarkable grasp of the 
technical possibilities of new materials and an eager- 
ness to experiment far beyond the standards set by last 
year’s competition. While one might quibble with the 
more abstract points of design and construction, the 
winning group, by and large, shows that British manu- 
facturers and designers are realizing that a pretty package 
is not necessarily a selling one. 

Entries in Shelf Appeal’s contest were divided into 
14 classifications, each entry being judged upon the 
single factor that induced its inclusion in any particular 
group. Thus there are divisions for packages using one 
color, packages using lettering, packages using decora- 
tive design, etc. The disadvantage of such a method of 
classification lies in the fact that it fails to take into 
consideration all of the elements of sound package 
engineering, placing emphasis instead upon a single 
factor in the design or construction. 
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4. For cleanliness of lettering, the Palpak hand cleanser package 
received Silver Award and was chosen for an Award of Merit in 
the classification for packages making use of one or two printings. 
Noteworthy is the fact that the instruction for use of the product is 
placed toward the top of the tube so that the message can be read 
even as the tube is rolled up. 


5. Winner in the classification for the family group of products, these 
redesigned Tokalon toilet preparations were selected for Silver 
Award. The old containers may be seen at the rear of the illustra- 
tion, in contrast to the modernized packages. The judges recog- 
nized, in this award, not only the intrinsic merits of the design, but 
the enterprise the manufacturers have shown in undertaking so com- 
prehensive a scheme of redesign for packages whose designs, in some 
cases, have been familiar to the public since 1913. 


6. Tokalon Ltd. gets Silver Award in the division for cardboard 
counter display containers or selling units for packaged goods. 
Though striking in design motif, it would seem that the right engle 
position of the two trays occupies more counter area than is necessary 
for the presentation of a comparatively small number of packages. 


7. The simplicity and charm of these perfume and powder con- 
tainers merited Silver Award in the decorative design grouping. 
Utilizing bronze closures and bases with a bronze band running 
round the top of the ivory-white boxes, these packages are effective 
on display. However, the use of a band, though decorative, is not 
wholly practical in that the ribbon obliterates the product name when 
it is tied in position. 


8. In an effort to obtain a package that would facilitate use of the 
product, novelty took precedence over sound packaging on this 
gramophone needle pack. Though Silver Award winner for mer- 
chandising and constructional ingenuity, it would seem that the 
“top hat’’ form of the container would prove disadvantageous in 
shipmertt, occupying unnecessary space because of its wide base. 
Too, the upright position of the needles might prove hazardous if the 
package were misplaced. 


9. Noteworthy is the ingenuity in which an acetate sheet has been 
utilized to give the semblance of a bathroom tumbler on this card- 
board display for Tek toothbrushes. The three types of brushes are 
held in position by means of a die-cut platform and a wire rim at the 
top of the “‘tumbler.’’ Panel design, in white and red lettering on 
a blue background, is most effective. Recipient of the Silver Award 
for cardboard displays incorporating actual or dummy packages as 
part of its design. 


10. Indicative of a sound trend in display design is this cosmetic 
counter stand of Louis Philippe Ltd., Silver Award winner for dis- 
plays of wood, metal or plastics. The unit, of white lacquered 
wood with red lettering, combines a display of molded plastic lip- 
sticks with ample storage space in the rear of the cabinet for actual 
products. The row of rouge testers is protected against dust and 
dirt by a strip of acetate. 
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MoperN PackaGinG has discovered, through many 
years of experience with the All-America Package 
Competition, that where entries are judged by the degree 
to which they meet a// the requirements of good packag- 
ing—production, design and merchandising qualities— 
they can be more carefully considered on their own pecul- 
iar merits within their individual groupings. For this 
reason, primarily, All-America entries are classified by 
‘‘package types’’ rather than by the system followed 
by Shelf Appeal. 

While we find much that is worthy of commendation 
among the winning packages, there are instances where 
—because of the very nature of this system of classifica- 
tion—the judges have selected packages that show a 
great deal of inventiveness or outstanding design treat- 
ment but fall short of being practical. Owing to the 
lack of a system of judging a package as a complete 
unit, certain elements are overlooked and that de- 
ficiency prevents a winning package, in some few in- 
stances, from being, in truth, a ‘“‘winner.”’ 

But, even so, to judge from the examples offered, one 


11. This Shel! oil can received Silver Award in the grouping for packages designed for 
consumer convenience. Selected by the judges because of its ease of pouring, originality 
in display and its ability to safeguard the contents from adulteration, the container is a 
“winner” in only some respects. The novel shape of the unit would seem to preclude 


low-cost shipment and easy stocking for the dealer. 


12. A double winner are these Lypticide insecticide cans, receiving the Silver Award for 
packages making use of one or two printings and an Award of Merit for outstanding use of 
decorative design. The display value of the package face and the appropriate design 
pattern adopted—tying-in as it does with the product's use—represent the finest type 
of British design. The inclusion of a pouring lip on this package would not only have 
assured the non-marring of the design, but would have completed a thoroughly sound 


package engineering job. 


thing is certain in all of the designs shown—the trade 
name or designation is simply and effectively stated. 
This treatment seems to be one of the fundamental 
rules in British package design. 

Somewhat over 850 packages were submitted in this 
year's contest, doubling the entries of last year. This 
would seem to indicate an increased interest and activity 
on the part of Great Britain's manufacturers. 

The judges’ verdict on the progress of packaging and 
display for the last 12 months is that ‘‘manufacturers 
and designers are getting down to the serious business of 
merchandising, instead of being preoccupied with ap- 
pearance and sheer purity of design. Having become 
package conscious, British manufacturers are beginning 
to realize that a redesign scheme is, by itself, no guaran- 
tee of improved business, that there are cases when 
clean design becomes dead and characterless and when a 
little down-to-earth workmanlike lack of the finer 
aesthetic points is very desirable. British packaging, in 
fact, having found its feet, is now definitely beginning 
to go somewhere.” 
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Four of the new transparent cellulose lined cans adopted by the New York Quinine and Chemical Works. 
The can in the foreground has been cut apart to show the spiral wound form of the cellulose lining. 


CELLULOSE LINED CANS 


The interior of a package is seldom thought of as having 
an appearance value. Yet the appearance of the interior 
of its fibre cans was one of the number of factors which 
led the New York Quinine and Chemical Works to adopt 
a new type of cellophane lined fibre container for a num- 
ber of its granular and powdered chemical products. 
Using a dark blue cellophane lining, this firm found that 
the interior of the container accentuated the whiteness 
of the crystalline chemicals when viewed in contrast to 
the lining. 

The new type of container, which in other respects is 
identical to the familiar spiral wound fibre can, was, of 
course, not selected for this reason alone. Among the 
other advantages obtained was the fact that the surface of 
the container in contact with the product was chemically 
inert. Contamination of the product due to lint 
caused by the abrasive action of the product against the 
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give added protection, enhanced appearance 
to New York Quinine’s chemical products 


walls of the container was likewise eliminated by the 
new interior lining. Such contamination is a particu- 
larly important factor in the case of certain hard and abra- 
sive products which when used are placed into liquid 
solutions. When so used, the presence of lint imme- 
diately makes itself apparent since the small fibre gran- 
ules float to the surface. Finally, the container pro- 
vided a heightened degree of resistance to odor and flavor 
penetration or loss. 

The new containers are made on standard spiral wind- 
ing equipment by a special process involving the cement- 
ing or lamination of a strip of cellophane to the strip of 
paper which would ordinarily form the interior lining of 
the fibre can. The cellophane strip overlaps the paper 
liner by a substantial margin on each edge and in the 
cementing process is turned over the paper edges. In the 
finished container the cellophane (Continued on page 90) 
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It’s the huge size and high speed tempo of the F. N. Burt plant that insures you ‘‘time table 
deliveries. 


For as soon as your order drops into our office, our giant facilities swing into action. Special- 


ized machinery for top efficiency and economy... No waiting while previous orders are ‘‘run 
off;’’ Burt production specialists slip right into high production gear. They have the wide 
range of equipment that insures the right machine for your job. And with each smooth turn 
of a machine, another of your boxes is finished—boxes of true inbuilt stamina, beautiful 


design, finest workmanship. 


Then fast freight delivery from our centrally located plant—easily accessible to every major 
line in the country—assures prompt delivery—well before deadline—into your siding. 


Your foreman sticks his head in your door: ‘‘Boss, those cartons and boxes from Burt are in. 
And some swell job!!’’ 


Try it and see for yourself. 


F.N. BURT COMPANY, INC. 


900-540 SENECA STREET, BUFFALO, : 


NEW YORK CITY PHILADELPHIA NEW ENGLAND fo) (09 Nexo) CLEVELAND 
630 Fifth Avenue A. B. Hebeler A.B.Bacon SPRINGFIELD 919 N. Michigan Ave. W. G. Hazen 
Room 1461 P. O. Box 6308 BOSTON P. O. Box 214 Room 2203 P. O. Box 2445 — 
W. Market St. Sta. 120 Boylston St. Highland Station E. Cleveland. Ohio 
CANADIAN DIVISION 
CINCINNATI MEMPHIS MINNEAPOLIS SOS BNGELES Dominion Paper Box Co., Ltd. 
221 Walnut Street Frank D. Jackson J. E. Moor Louis Andrews 469-483 King Street, West 
Telephone: MAin 0367 2150 Washington Ave. 3329 Dupont Ave. South 6232 South Grand Ave. Toronto 2, Canada 














The leading package in the Powd'r-Base line presents a startling set-back effect 
when the lid is removed. The uppermost of the set-backs lifts out to form the 
base of a purse size container, shown in use in the illustration at the right. 


“CREAM” IN A SET-UP BOX 


The use of cosmetics was once a leisurely and enjoyable 
pastime restricted largely to the women whose ability to 
afford expensive beauty aids was usually accompanied 
by an equal wealth of time. The modern young business 
girl, however, must get her make-up on ina hurry and in 
office or theatre or shop, she must often achieve truly re- 
markable effects in limited space and very limited time. 

Taking these facts as a jumping-off point, Hampden 
Sales Association have developed a product explicitly— 
if not too originally named—Powd'r-Base, a make-up 
foundation in stick form which is applied to the face in 
the same manner as lipstick, which cannot spill or break 
and which, it is claimed, takes up a minimum of room in 
any woman's bag. 

The unusual nature of the product itself demanded an 
equally unusual solution in terms of packages and one 
which has been successfully found in a series of four set-up 
boxes styled to fit the four price ranges within which the 


product is sold. 


Chain store packages with their attached anti-pilfer and 
information cards are here shown. Note the contrast 
in design between these and the master package above. 
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is now possible because the ‘‘cream”’ 


is in a stick form for purse use 


The de luxe container, retailing at one dollar, is de- 
signed for boudoir use and is mounted on a mauve foil 
set-up base. A set-up hood or shell telescopes down over 
the base to form a completely enclosed package. Within 
this de luxe container rests an inner package consisting 
likewise of a base and hood which can be carried in the 
purse if desired. Thus the package consists of a double 
base and two hoods and attains a double utility. 

A small size, retailing at half the price of its larger 
mate, utilizes a single base and hood and it is designed 
specially for the purse trade. (Continued on page 102) 
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CUT-OUTS FOR ADULTS 


One of the first manufacturers to realize the child appeal 
of package cut-outs and their effectiveness in inducing 
pressure upon adults for new purchase of products using 
such cut-outs was Myles Salt Co., Ltd., of New Orleans, 
which, several years ago, began to feature various types 
of colorful cut-out patterns on the back faces of its 
1'/o-lb. salt cartons. 

So effective did these devices prove that the company 
has recently begun to extend this cut-out idea to appeal 
to a more sophisticated consumer group. 

The latest Myles salt package innovation is being 
merchandised as a series of *‘Sally Myles Teasers,’’ named 
for the trade character, a little girl, that identifies the 
brand name. The ‘“‘teaser’’ is a question that is illus- 
trated and answered on the reverse side of each salt 
carton. There are 12 such teasers in all, forming a series 
of questions and answers relating to birds and animals. 
Typical teasers are such queries as “‘How fast does a 
humming bird beat its wings? ’’ and ‘‘Why does a wood- 
pecker peck?’’ Accurate illustrations of the humming 
bird and the woodpecker in question are shown on the 
backs of the respective packages. The answers to the 
questions lare printed beneath the pictures. 


now follow the children’s cut-outs successfully 
utilized for promoting the sale of Myles salt 


Children from six to seven years of age have shown 
marked interest in the previous series of cut-outs, but the 
newest set is expected to capture the attention of con- 
sumers of all ages. Current radio programs have been 
paying particular attention to competitive ideas such as 
games, contests and question and answer ideas. 

Myles feels that its current packaging idea will pro- 
vide mental stimulation to adults as well as to children, 
who may cut out the illustrations and preserve them for 
future reference. To put across the competitive idea, the 
company has developed a ‘Sally Myles Teaser Game 
Book"’ containing 100 different questions and answers 
similar to those shown on the packages. Score cards 
accompany each book, the latter being mailed to con- 
sumers in return for five trade marks. Through the use 
of the score cards, each person answering the questions 
can keep a record of his knowledge—or lack of it. 

Believing that its own and other manufacturers’ ex- 
tensive use of these types of package cut-outs had taken 
much of the novelty from current food packages, Myles 
adopted the ‘‘teaser’’ variation and has already begun to 
feel a highly satisfactory and enthusiastic reaction from 
dealers and consumers alike. 


The familiar ‘Sally Myles’ trademark makes all Myles salt packages look alike in front 
view. Back panels are frequently varied with colorful cut-out patterns. The new teaser 
series carries the cut-out idea a step further to appeal to older children and adults. 
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The inner kraft lining, designed to 
resist the destructive action of the 
package's heavy and sharp edged 
contents, is here clearly seen. 
The outer liner of the board is of 
white coated stock designed to 
accept fine color printing and 
utilized with an overall varnish 
to resist soilage and moisture. 





CONVENIENCE FOR THE HUNTER 


While cartridge shell manufacturers have, of necessity, 
used packages as a means of transporting their products, 
this industry has not until very recently shown any 
signs of considering the package as a major factor in 
either product protection or in the encouragement of 
sales. All the more interesting, therefore, as a matter of 
contrast, is the recent package developed for the Federal 
Cartridge Corp. for its complete line of shotgun shells 
in various sizes. 

This company had previously utilized full telescopic 
folding cartons made of colored chipboard and manu- 
factured, from roll stock, in its own plant. These car- 
tons, after being formed and filled, were labeled in vari- 
ous colors and designs to identify various brands and 
types of products the company manufactured. Although 
the packages, as described, were used for a number of 
years, the company long felt that they presented certain 
shortcomings. First, the units were rather awkward for 
the consumer to handle while in the field. Their tele- 
scopic nature made the opening and closing operations a 
definitely two-handed job and consumed time that the 
hunter would far rather spend on the primary purpose of 
his expedition. Secondly, and perhaps even more im- 
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portant, was the unsuitability of the old type of carton 
to prevent the brass caps on the shells from cutting 
through the side walls of the containers under the stress 
of shipment or handling. 

In seeking to overcome these shortcomings, a single 
piece carton was developed which not only eliminated 
the objections applying to the former type of package, 
but, at the same time, created marked improvements in 
the appearance of the container. A special patent white 
coated kraft back sheet was developed. The toughness 
of the inside liner of this container has proved, through 
extensive testing, that it provides special resistance to 
the cutting through of the cartridge caps—which had 
previously occurred—to eliminate such package deteriora- 
tion as a factor of consideration. 

In addition, the added stiffness of the stock was re- 
ported to have made for a much more rigid package and 
thus to offer less chance for the shells to shift around in 
the carton during transit. The cartons are of reverse 
tuck style—selected to provide the greatest economy as 
to the amount of board used—and the tucks are notched 
so that the top and bottom of the package remains locked 
when closed. This type of carton (Continued on page 102) 
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F your package can be opened and resealed 
sasily by the user it will do a vital selling 
job for your product. It will save the time and 
temper of your customers and give them an 
added incentive to specify your brand when 
they purchase a repeat order at the retail store. 
Armstrong’s Embossed-Top Corks will give 
your packages the plus values of convenience 
and dependable protection. They are readily 
removed and replaced in standard cork-finish 
containers with a quick, effortless twist of the 
fingers. And they furnish safe, secure seals and 
reseals that give your product faithful protec- 


9 
Armstron AS tion. In addition, Armstrong’s Embossed-Top 
Corks may be embossed in attractive, colorful 
EMBOSSED-TOP CORKS 


two-tone color combinations. 

Specify Armstrong’s Embossed-Top Corks 
for your containers. Write today for samples 
and prices. Armstrong Cork Products 
Co., Glass and Closure Division, 916 
Arch Street, Lancaster, Pennsylvania. 
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“Aged in Aluminum Foil’’ is a way of saying fruit cake has mellowed 
to fullest perfection. Fruits, spices and flavorings have blended congenially 
without losing a whit or tittle of their savor. 

For Aluminum Foil insures retention of the natural moisture that is 
so essential to goodness. It is a barrier, too, to harmful air and light. Thus, 
Aluminum Foil always says, “It's fresh!’’ 

Combined with these protective virtues is sprightly beauty. Glistening foil- 
wrapped packages command attention, promise good quality, encourage buying. 

In Alcoa Aluminum Foil you are offered a choice of a wide range 
of colors in rich, deep hues or pastel shades. For sample swatches, write 


Aluminum Company of America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 


wee ALCOAIA 








aluminum toil me 


ALUMINUM FOIL 





Price per 1000 


Quantity 








1. Annual usage and annual cost data sheets provide an accurate running record of every packaging item used 
by a large plant and disclose weak spots in packaging practices where changes can most profitably be effected. 


PLANNING FOR COST REDUCTIONS 


The name of the author and the company in which this work 
is going on have been withheld as a matter of company 
policy. The firm is one of the leaders in its field and the 
writer an engineer of wide experience in production work. 


All products to be marketed must be properly packaged 
in order to get to the consumer in proper condition, to 
have the greatest utility for producer, distributor, retailer 
and consumer and to present an appearance in keeping 
with the product. There is as wide a variation in the 
packaging requirements as in the products themselves 
and each product must be studied in order to determine 
what is the proper package. 

Looking at the problem as one of material and labor 
cost only, we start by listing all the materials used, in- 
cluding advertising circulars or directions for the use of 
the product and the labor cost for using each. This will 
include individual containers, cartons, labels and seals; 
dozen or gross packers, labels and seals; some miscella- 
neous items such as tie tapes, gummed tapes, wrapping 
paper, corrugated board and other materials used in the 
packaging of the sales unit. 

We next get accurate data from records of production 
on the annual usage of each material and determine the 
annual cost for each. Labor cost for each step in the 
packaging operation is next determined and recorded. 
All data on cost is recorded on a form especially prepared 
for this purpose and these forms are carefully filed in 


re 
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How one major firm has systematized its package planning 
and purchasing work and effected marked savings thereby 


anticipation of later needs for this data which in practice 
have arisen with marked frequency. 

Now that we have knowledge of the importance of 
each part, we can decide what items are of sufficient 
value to justify study and to what extent. On those in- 
volving a cost of only a few dollars per year, we consider 
the possibility of elimination only, as the value does not 
warrant the cost of intensive study. On those involving 
greater costs, we first consider elimination and then 
study from the viewpoint of weight and size of contents, 
size, shape, usage made of container, closure, sealing, 
construction and other factors. 

The labor operations are also considered as we go 
along, as often a change in the packaging materials will 
increase the labor cost. In other cases the labor cost is 
greater than the material cost and, in those cases, the 
labor cost must be concentrated upon even to the extent 
of investigating the possibility of using automatic or 
semi-automatic machines. 

The data will also give us a basis for determining the 
economical purchasing quantity when the price for 
various quantities are compared with the cost of carrying 
the inventory. It is important that these economical 
purchase quantities be determined and established as 
standards, otherwise economies which are made by 
changes in packaging can be nullified or reduced by 














improper purchasing. 
During all of the work, constant contact is made with 
the purchasing agent who, in turn, contacts vendors for 
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PRACTI 


HE versatility of Eastman Acetate Sheet is matched 

by the practical way it fits into most packaging prob- 
lems. Put this modern material to work with any other 
medium—cardboard, paper, plastics, wood, or metal—and 
see how easily it combines to make outstanding containers, 
like the ones illustrated. 

Eastman Acetate Sheet is tough and durable ... is easily 
worked ...can be molded, drawn, or folded... takes 
printing without wrinkling ...is consistently uniform. 
Supplied in rolls up to 40” wide (any convenient length); 


F I, for Modern Packaging 





also standard-size or cut-to-size sheets. Thicknesses .003”, 
005”, 0075”, .010”, .015”. 

For distinctive, modern packages that protect as they 
beautify ... for packages that appeal, display, sell, con- 
sider crystal-clear Eastman Acetate Sheet. Write for fur- 
ther information and samples to... Eastman Kodak Com- 
pany, Chemical Sales Division, Rochester, N. Y. 
EASTMAN “82 545" 

SHEET 























prices and, in many cases, vendors’ representatives are 
called in and changes discussed. Often these representa- 
tives can make helpful suggestions. Contacts are also 
made with members of the sales department who, by 
knowledge of retailer and consumer likes and dislikes, 
give opinions on the proposed changes. In cases where a 
wider consensus of opinion is desired, samples of the 
proposed package are sent to district managers and 
specialty salesmen for their opinions. The final proposal 
is written in the form of a bulletin and approved by the 
head of the sales, advertising and production depart- 
ments. Copies are made and distributed to all functions 
of the business involved in the change. 

Now let us consider the various steps: 

Weight and Type of Contents: Here it is important that 
the carton or box used be of the necessary strength and 
design to protect the contents adequately but be made of 
the least expensive and lightest weight board. Standardi- 
zation of type and weight of board should be kept in 
mind, so that the carton maker can buy his board in large 
quantities and give you the benefit of his low material 
cost. Asa practical illusiration—we have a product in 
an individual container for which the sales unit is a half 
dozen. The individual container gave ample protection 
for its contents and the half dozen packer was simply to 


keep the unit together until it got to the retailer. A 








2. The old carton took approximately 236 sq. in. of board. The 


new carton, of identical size and shape but of changed pattern, 





requires only 180 sq. in.—a 24 per cent reduction in board re- 





quirements. Total savings amounted to 40 per cent because the 
new carton permitted the elimination of seals which were required 


under the old method. 





3. 


A packer was formerly used to hold a number of small cartons 








for shipment to dealers. The unit had novelty locks on one end, 





the other was open, the small packages being held in place by a 





large label or band. A tight shell was substituted, reducing the 


board required by 50 per cent and eliminating the need for the 





label. 


Tota! cost reduction amounted to 42 per cent. 
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plain kraft set-up box was being used with end labels and 
seals to keep the lid on. The weight of the unit was 
found to be just over two pounds. Samples of twenty 
point gray chip board cartons with novelty lock top and 
bottom were obtained which gave ample protection. It 
was found these could be printed for us at a cost less than 
the cost of printing labels and putting them on. The 
novelty lock eliminated the need for seals. The change 
was accepted by the sales department and the cost of 
packaging reduced 68 per cent. This same change was 
made in several other packages, each time making a 
substantial saving. 

Shape: Care should be taken to keep individual con- 
tainers as near to a cube as possible as the cartons and 
packers used will take less board and less storage space. 
The shape should be such as to cause a minimum of 
empty space in the carton or packer. One only has to 
look at a few bottled products to visualize how smaller 
cartons could be used were the bottles of a square and 
short necked type. 

Usage Made of Container: Investigation should be 
made of the use to which a carton or packer is put. If it 
is thrown away by the retailer, it does not have to be so 
‘dressed up"’ as if it were going to the consumer. If it is 
to be used as a container in the storeroom of the retailer, 
to store reserve stock, it will have (Continued on page 94) 
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| YES, PROFESSOR 


WE HAVE THE RIGHT ANSWERS 


Let's help to settle the questions of packaging development— 


AMONG RIDGELO SERVICES 


where the use of cardboards is involved. 
Clay Coated Boxboards 


insite Cinch Catines Perhaps we can cut out needless materials, simplify stand- 


New High Shine Metallics ards, or effect less costly machine operation. Manufacturers 


eo can reduce expensive trials and increase the efficiency of 
a ee packages through Ridgelo service. 
Water and Grease-Resistant Progressive and well equipped in research, broad in manu- 

Finishes facturing facilities, geared for volume production, we extend 


this offer to find the right answers for you. 


Suppliers to independent converters and packaging consumers. 
° 
Ridgel O 
CLAY (COATED 
BOXBOARDS 


MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: E. C. Collins, Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago © H. B. Royce, Detroit 


Blake, Moffit & Towne and Zellerbach Paper Company, Pacific Coast ° A. E. Kellogg, St. Louis ° W. P. Bennett & Son, Toronto 





TRANSPARENT BOTTLE HOOD 


The most widely used closure for milk bottles has for 
many years been a little round cardboard tab pressed 
into a recess in the neck of the bottle and bearing grade 
and company names and date imprints. In recent years 
an increasing number of milk producers have utilized, 
in addition to such closures, a super-closure or hood 
affixed over the top of the bottle and extending down for 
varying distances over the bottle sides. Such hoods 
have varied in materials and in methods of attachment 
to the bottle but all have served the function of providing 
a flat, easily wiped surface and of guarding the inner 
closure against contamination prior to use in the home. 

In most instances these hoods were made of opaque 
materials and, hence, were usually marked and im- 
printed in fashion identical to that of the inner seal. 
In some instances dairies have utilized transparent hoods 
which did not require such dual markings. Now, 
however, a new type of hood has made its appearance, 
under the name of Windoseal, combining a water-proof 
transparent cellulose window with metal foil in such 
fashion as to permit a clear view of the inner closure 
and thus to eliminate the necessity for a dual imprinting 


embossing. 
The new hoods consist of die-cut sheets of metal foil 


to which a transparent disc has been attached to form 


The inner printed paper disc cap is 
clearly visible through the window of the 
new foil-and-cellulose milk bottle hood. 
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Foil and transparent sheeting combine to 
form new water-proof milk bottle overcap 


a window of exactly the size of the printed paper disc 
closure. The foil is shaped over the lip of the bottle to 
form a tight attachment. Application is effected by 
means of a hand cappingedevice after the bottles have 
been placed in cases. This device is of extremely simple 
construction, consisting of a drum-like capping head 
actuated by two long handles. In use the operator has 
merely to place the capping head over each container in 
succession and depress or separate the curved handles, 
one of which is held in either hand. 

An automatic machine has now been developed to 
apply these Windoseals to the bottles while they pass 
out of the filling line. This machine would, of course, 
be located immediately after the capping station in the 
filling line. Machines of this type are intended for the 
use of the larger dairies whose production is such as to 
require fully automatic equipment. 

Among the advantages claimed for the new closure 
are the elimination of the need to maintain stocks of 
printed and dated hoods and the elimination of pre- 
paratory charges for art work and electrotypes. The 
seals are available in silver and gold or in any of the 
wide range of standard foil colors. 

Credit: Hoods developed and manufactured by 
Reynolds Metals Co., Inc. 
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N ordinary tin can becomes a thing of 
beauty when it is lithographed by 


Heekin . . . specialists in basic colors and true 


reproduction. That is the reason Heekin 


retains its old customers and adds new ones 


year after year. There is no limit to our 
production . . . no order is too large for us 
to handle. May we send you samples of our 
metal lithography? No obligation. THE 


HEEKIN CAN COMPANY, Cincinnati, O. 
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WITH HARMONIZED 


COLORS 
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Forming the glass fibre—the first step as the almost 
invisible threads of glass emerge from the tank. 





The closure is here seen as applied to an acid bottle. The 
Merck trade mark is embossed on the closure top and the 
woven glass fabric lining may be seen nested within the closure. 
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ACID RESISTANT CLOSURE 








Merck & Co., Inc., combine Polystyrene molding with 
woven glass liner to lick acid packaging problem 


































Manufacturing chemists are confronted with more com- 1 
plex packaging problems than are, perhaps, any other 

manufacturers, since their products have a unique and c 
annoying habit of reacting in the most unexpected ways f 


with their packages. 

One of the most difficult problems which has con- c 
fronted the chemical industry and one which has never 
been fully solved—to the satisfaction of the entire in- 
dustry—is that involved in the packaging of such highly : 
active compounds as Nitric, Sulphuric and Hydrochloric 
acids and Ammonia water. The majority of the mineral 


acids are marketed in glass-stoppered bottles. These g 
stoppers are usually ground so as to achieve a large area 
of contact with the bottle and, in addition, heavy wax a 


and plaster of paris coatings and hoods are frequently 


applied to insure a tight seal. P 
In the opinion of the package development department t 

of Merck & Co., Inc., however, such closures, and any 

alternative to them, have never been fully satisfactory. | C 

An extensive research was, therefore, engaged in which i 

has now resulted in a new type of closure consisting of a 

molded Polystyrene cap with a liner of impregnated glass si 

cloth. The new cap has an advantage, in production, in t] 

that it can be applied by standard equipment or by hand 

as a very simple operation identical to that of applying tr 

any other molded or metal closure. ti 
The company reports that Polystyrene was adopted as } 

the only material discovered, to date, which offered a p! 

very high efficiency in withstanding the attacks of tl 

Sulphuric and Nitric acids, the prolonged immersion 

tests having shown it to be extremely resistant. So If 

satisfactory, in fact, did the material appear for its par- 

ticular purpose that its relatively high cost—both as a : ay 

material and because of the manner in which it must be . 

molded—was completely counterbalanced by the ad- 

vantages it offered. fit 
The lining of the closure represents a most unusual wi 


application of a truly remarkable new material—woven : 
glass fabric. This fabric is woven of fibre made from : pé 
especially hard glass. The fibres are drawn from a small 
crucible with the aid of steam and are deposited on a 
moving conveyor belt in the form of a delicate web. WwW 
This web is, in turn, picked up and wound on tubes in 
the form of a sliver. The tubes of sliver are twisted and 
plied into yarns on regular textile twisting machines and 
the threads thus formed are, in turn, woven on textile 
equipment only slightly modified from standard types 
used in the fabrication of ordinary textiles. 

The glass fabric is not merely resistant to most acids in 
all concentrations, but it is also resistant to a com- 
bination of acid conditions and (Continued on page 96) 
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Can Afford!! 


We’ve brought costs on transparent 
cellulose packages down to where they 
fit the pocketbook of the manufacturer 
of the 5 and 10 cent article!...to where 
they can compete on a price basis with 


similar type and equal quality packages! 


But that’s only half the story: we have 
developed a host of ingenious, sales- 
appealing applications of the trans- 
parent package...of which these illus- 


trated are typical. 


Cleveland Container Company, package 
makers for over 12 years, with 5 plants 
situated throughout the country, has 
thrown its full weight into making 
transparent packages the most prac- 
tical—by added sales-appeal and lowered 
production costs—type of package on 


the market. 


If any of these package applications 
appeal to you...write us. If you think 
a modification of any of them would 
fit your product, write us. Or, if you 
need an exceptional idea, an exceptional 
package to put across your product— 


miles ahead of competition—write us. 
We'll be johnny-on-the-spot, ready to 
put our entire manpower, resources, 


and facilities to work for you. 
















| Transparent Packages 


At a Price Your Product 












eo OLVING THE PROBLEM 
of manufacturers of cleans- 
ing pads who sell a compact- 
premium with their jars is this 
ingenious, simple acetate ring 
that clamps compact to jar 
making one package of both! 
Easier shipping. . . easier selling. 


on: Faster sales for 
spices with the Cleveland 
Transparent SPICE 
sturdy...siftproof...modern in 
appearance and performance 
a vast improvement over yester- 
day's spice packages. 

Left: The ingenious Cleve- 

land NOTIONS DIS- 
PENSER is partitioned within 
to separate the various sized 
button, clips, etc., you sell. 
Your customer simply turns the 
sift-type closure to the size he 
wants turns the package up- 
side-down...and gravity does 
the rest!! 


Above: ACETATE NEST 

for pills and tablets. Add 
sales-appeal...clean, attractive 
appearance to your package by 
placing your pills in one of these 
nests, made to fit your present 
container. Even in the hottest 
weather, gelatinous capsules 
cannot adhere to this material! 


Below: The VITAMIN 
@ 5 TRAY, a transparent 
tray that holds a day's dose of 
your pills, makes a first rate 
(and inexpensive) package pre- 
mium...convenient to carry 
sanitary. 


Right: ALL-CELLULOSE 
Gm BKCKAGES with com- 
plete visibility from every side! 
Reinforced. 
eo ': PAPER AND TRANS- 

PARENT CELLULOSE 
PACKAGES. ..amazingly strong 
..unusually handsome. A 
wide variety of sizes and paper 
stocks to chose from...at costs 
remarkably low. 


TIM LTR EL) TE, 


10630 BEREA ROAD 


CLEVELAND, OHIO 


Plants:—New York, Philadelphia, Wilmington. Detroit. Cleveland. Chicago, Plymouth. Wis. 


Adhesive Div:.: 


Brooklyn, N. Y. 





EXPECTATION. where sales are made 












CONSULT FORBES For 
CREATIVE COOPERATION 


FORBES 
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HIS unique display features Wrictey's, and embraces the 
same feeling used in other advertising media. . . . Hopefully 


and with expectation, two happy children yearn for the stepped- 












up packages of Wrictey's Spearmint Gum soaring out in third 
dimension over their heads. The appeal is universal, colorful, 
sales-compelling. . . . This display was created and produced by 


Forbes, expressly for WRIGLEY. 


NEW YORK CHICAGO PHILADELPHIA CLEVELAND ROCHESTER DETROIT 
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FIVE-WAY COUNTER DISPLAY 


Every grocer knows that periodically he will sell a pack- 
age of salt to everyone of his regular customers. Every 
grocer also knows that the total quantity of salt he can 
sell—of all brands—is pretty definitely limited. He, 
therefore, has a very natural inclination to consider salt 
as a backshelf item, always to be carried in stock and 
seldom, if ever, to be featured. 

The individual salt packager, however, has a definite 
and competitive interest in furthering the sales of his 
own brand and his problem, therefore, becomes one of 
convincing the dealer that salt is not a backshelf item, 
that it can be profitably displayed. This aim the Inter- 


Only five actual packages are used in this dis- 
play but the foil ‘‘mirror’’ panels give the con- 
sumer the impression that many more are present. 
The unit occupies an area only 8'/2 in. square. 


< 








spotlights new package in minimum counter space 


national Salt Co., Inc., has successfully achieved through 
the medium of a miniature counter display, achieving 
unusual display value in an extremely limited area. 

The display consists of a rectangular base divided into 
four stages by two cross pieces of heavy board covered 
with brilliant foil. Nested at the apex of the display 
stands one of the new 24 oz. five-cent packages of the 
company’s Sterling salt, set into a recess cut in the two 
pieces of board that cross at right angles. In the four 
‘‘bays’’ or stages, four more packages are displayed and 
all advertising, beyond that embodied in the package de- 
sign itself, is limited to the nar- (Continued -on page 96_ 
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THE RIGHT SLANT FOR SAGES 


Some six or seven years ago, the entire paint brush in- 
dustry entered most enthusiastically upon the design, 
manufacture and promotion of paint brush displays. 
Having discovered that dealers welcomed these displays 
and that their production offered an opportunity to secure 
assortment-sales and mass display in preferred positions, 
manufacturers of paint brushes literally ‘‘went to town.” 

Each attempted to provide dealers with larger, more 
elaborate, more permanent and even more illuminated 


displays and cabinets than had been provided by any 


competitive firm. The trend went on, in fact, to the 
point where dealers’ resistance to these elaborate dis- 
plays raised a shrill noted warning signal and today the 
industry as a whole approaches the display problem from 
a more conservative angle. 

In spite of this increased restraint, the new displays 
being utilized by the Osborn Manufacturing Co. are 
unique in that they achieve extremely attractive eye 


is automatically given to Osborn brushes 
by a simple, foolproof display device 


level display, utilize a very small counter area, boast a 
high degree of sturdiness and still increase package costs 
by exactly zero per cent. 

Brush assortments are shipped in a Metal Edge box, 
printed in an overall pattern with the company’s trade 
mark. The base of the box contains cardboard dividers 
which serve to keep the brushes firmly in position and 
easily accessible for examination. A flap, integral with 
one end of the box, folds upward to provide a display 
panel. The lid of the container is cut and scored so as to 
break in the center and to forma base on which the main 
box sets when the merchandise is to be displayed. In 
this position the lid forms a pedestal consisting of two 
ridges of triangular cross sections and the dealer’s hand 
plus the action of gravity is all that is required to set the 
display up quickly and keep the brushes permanently in 
the proper slanting position. 

Packages made by the National Metal Edge Box Co. 


A break back box lid forms a simple and foolproof base 
for this brush display, automatically insuring proper po- 
sitioning of the products for easy consumer examination. 
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Order for NEW Subscription 


Please enter my subscription to begin with the 


$5.00 for one year $8.00 for two years [| 
Remittance enclosed ( Send invoice o 


Your position (or profession) 


Company nied 
Street an expiration 


notice 


CANADA—$7.00—One Year FOREIGN—$6.00—One Year 
12.00—Two Years 10.00—Two Years 








Postage No 
Will Be Paid —- Stamp 
lecessary 
If Mailed in the 
United States 
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425 Fourth Avenue 
NEW YORK, N. Y. 
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Long life is assured this 
window display which 
features a complete foot- 
ball schedule for the 
major colleges. Exe- 
cuted in seven colors, it 
is attractive and compels 
attention to the Page & 
Shaw candy assortment. 


$0. cau 


THREE MONTHS’ TIMELINESS 


There would seem to be very little that can be done in 
the way of advertising copy for candies. Fear appeals 
and similar copy slants are, of course, out of the question 
and the very sweetness of the product would seem, to the 
observer outside of the industry, to have limited candy 
advertising—and hence candy display—to a very tem- 
perate program of emphasis on quality and on brand 
names. The only exception to this rule, which has been 
consistently followed by the industry at large, is found 
in the attempt to tie-in candies with the various seasonal 
gift giving holidays—Mother's Day, Valentine Day, 
Christmas, Easter, etc. 

Such seasonal displays are, of course, short lived and 
candy makers have, therefore, always been confronted 
with the problem of securing an ‘‘angle’’ for window 
display copy which would insure their units at least a 
long enough life to justify their cost in terms of sales. 

Such an idea has been developed for Page & Shaw can- 
dies in the form of a seven-color fall window display, 
carrying the schedules of leading colleges’ football 
teams and thus cashing in on the tremendous appeal of 


achieved by Page & Shaw, Inc., with 
dynamic ball schedule window display 


this sport among the very classes and age groups most 
interested in the purchase of the company’s products. 

The unit, designed to dominate a window, measures 
30 in. by 36 in. and is produced by the silk screen process. 
A dynamic illustration of a player carrying the ball is 
utilized to catch the eye of the passer-by and draw him 
to the window. Those who approach more closely find 
a chart showing all the games to be played by major 
colleges, compiled by Bill Cunningham, nationally 
known sports writer. The tie-up between football and 
the company's product is accomplished by a simple copy 
panel supplemented, of course, by the presentation of 
actual packages of candy assortments in the window. 

The company reports an exceptionally favorable dealer 
reaction to the display and anticipates a far longer life 
for this fall merchandiser than is usual for boxed candy 
window displays, since the passing of the first portion of 
the football season in no way destroys the timeliness of 
the display’s message. 

Credit: Designed by Hayden & Cate. Silk screen re- 
production by Leo. H. Fuller, Inc. 
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SHINOLA 


WHITE CLEANER 


BEER AT ITS BEST 
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@ PICKLES 
@ olives 
@ SALADS 
@ SANDWICHES 
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1. This floor display stand of steel wire construction provides a 
convenient dispensing unit in which an assortment of Bauer & Black 
surgical items may be offered. Standing 3 ft. high, the unit places 
all the emphasis on the products, utilizing a minimum amount of ad- 
vertising copy. Designed by Zipprodt, Inc., and manufactured by 
Midland Wire & Metal Products, Inc. 


2. Effective display is attained for Babbitt, Inc., products by the 
use of these two floor display stands. The units utilize brilliant color 
and provide space for the insertion of price markings. Note how 
actual packages are inserted in die-cut openings to permit quick read- 


ing of package label. Designed and made by Robert Gair Co., Inc. 


3. Designated as Cavalier Cool Stirs—glass tubes filled with 
colored liquid, frozen in the refrigerator and, in turn, placed in your 
favorite drink to cool it without diluting—this product of the Cava- 
lier Glass Manufacturing Co. is presented in an effective shipping- 
display container for introduction on the market. Four Stirs fit 
snugly in separate compartments to prevent breakage in shipment. 
The photographic back panel tells the story quickly on display. 
Designed by Robert GairCo., Inc., and made by Eastern States Cartons. 
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4. To introduce Shinola white shoe cleaner, two whimsical char- 
acters are used as the dominant design motif for this interesting dis- 
play. The novelty of the three-dimensional figures emphatically calls 
attention to the unit. Die-cut lithographed cards, carrying the same 
design pattern, are placed over actual packages to serve as auxiliary 


display pieces. Produced by Polygraphic Co. of America, Inc. 


5. Both headlines and direct color reproductions in these window 
panels combine to create a vivid mental picture of the pleasure of 
getting relief from sultry summer heat, suggesting to the consumer the 
refreshing quality of Schaefer beer. Side panels, listing delicacies 
that go well with beer, further suggest the appetizing goodness of 


the product. Created and made by Einson-Freeman Co., Inc. 


6. The Liggett & Myers Tobacco Co. display effects an ideal tie-up 
between the presentation of its Velvet smoking tobacco, in giant size, 
and the obvious pleasure to be attained through use of that product. 


Lithographed in full color by the Brett Lithographing Co. 


7. Following the success of last year’s display stand for penny chic- 
The 


stand, molded of Bakelite, is designed in a series of steps so that the 


lets, the American Chicle Co. is distributing a new model. 


Strategically placed near the 


packages on top are clearly visible. 








cash register, the unit coaxes consumer pennies for the spontaneous 
Designed by Fred C. Meacham and molded 
by the Northern Industrial Chemical Co. 


purchase of chiclets. 


8. Helping dealers sell a complete selection of Heinz soups, this 
floor display and merchandising stand invites self-service while, at 
the same time, calling consumer attention to the many varieties of 
soup available. 


In stepped-up position, package labels may be 


quickly noted to facilitate selection. Designed and manufactured 


by the Hinde & Dauch Paper Co. 


and 


Seesaw’ dispenser, 


9. Bauer & Black’s two super-salesmen, ‘Foxy Grandpa’ 


“Canny Granny,’’ are starred together in this ‘ 
combining the humor and interest of their past successes in selling 
Blue-Jay corn plasters. The unit is sturdily constructed of metal, 
with a rocker bottom to give a real seesaw effect. Lithographed 


in six colors and made by the Advertising Metal Display Co. 


10. Here’s a novel counter display carried out in two planes. 
An actual bottle of Hanley’s ale rests upon the small platform piece 
which connects the front and back panels, giving a very real impres- 
Created by Harold Cabot & Co. 
Inc., and lithographed by The Forbes Lithograph Co. 


sion of the bottle nestled in ice. 
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"WIRELESS" NEON DISPLAYS 


Users of permanent and semi-permanent display fixtures 
of wood, metal or plastics frequently have desired to in- 
corporate illuminated letters as a part of their displays, 
but have found this to present a fairly difficult problem 
both as a matter of cost and in relation to methods of 
securing adequate illumination. They have usually, 
therefore, tried to avoid the problem through the use of 
cut-out lettering, lettering on glass and similar devices. 

A new type of neon sign has recently been developed, 
however, that would seem to offer possibilities in certain 
instances—particularly where the type of product sold 
and the type of distributors selling the product are such 
as to have already established a fairly high unit expendi- 
ture for displays or where methods of rotating displays 
from outlet to outlet have been developed to overcome 
the relatively expensive nature of the individual unit. 

The new device consists of a series of individual letters 
or sign symbols made of gas-filled tubes identical in most 
respects to the familiar ‘‘neon’’ sign and operated by 
what might be termed remote control. The device takes 
advantage of the fact that certain gases or vapors sealed 


CALOx CALO 
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offer interesting possibilities for designers 
of plastic or wood display fixtures 


in a tube become luminous when placed in a radio fre- 
quency field. Thus a power pack—an electrical device 
to create a radio frequency field—and one or more ener- 
gizing strips for radiating the power are all that is re- 
quired, in addition to the necessary letters, to achieve the 
illuminated effect. 

The power pack may be located remote from the dis- 
play itself and no wiring need be visible at the point of 
illumination. The letters become illuminated when 
placed on or above the energizing strips and thus these 
strips may be covered with glass or imbedded within the 
display fixture or in counters, table tops, etc. 

The letters and other symbols are available in sizes 
ranging from 2 to 12 in., in 2-in. steps. The smaller 
letters are mounted on Catalin bases so that they may 
stand by themselves on any flat surface. Unlike the 
standard types of neon sign, the new device does not re- 
quire‘the formation of letters, words or characters in a 
continuous line and thus cross-overs and doublebacks 
areeliminated. The tubes have no electrodes and operate 
on low voltages and thus need (Continued on page 92) 





The individual letters light up when placed in the 
radio frequency field of the hidden power pack. 
When lifted they cease to glow. They may be ex- 
posed to handling by clerks and consumers without 
danger of shock or breakage. A full range of colors 
—in both letters and backgrounds—is practicable as 
changeable price markings and for other uses in con- 
junction with wood, plastic or metal counter displays. 
These units would seem to offer unusual possibilities 


for achieving eye attraction and novelty appeal. 
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The A.B.C. of Circulation: 


How much? Where? How Secured? 


O matter how much advertising 
N you do...no matter what group 
of people you want your advertising 
message to reach .. . your first ques- 
tion about any publication should be 
—‘‘Is it an A.B.C. member?”’ 

With the A.B.C. report only can you 
gauge a publication’s worth in rela- 


tion to your sales program. 


A.B.C. reports reveal and analyze 
NET PAID CIRCULATION— the only 


true measure of advertising value. 


THE ABC OF 
SELLING THROUGH 
ADVERTISING IS 


A.B.C. reports tell how much circulae 
tion there is . .. where it is distributed 
... how it was secured. They give veri- 
fied information on the quantity, and 
an important index of the quality of 


circulation. 


Always make the A.B.C. report your 
first step in buying advertising space. 
Ask for the A.B.C. report before you 
spend a penny. It is the only way to 


make sure you are buying wisely. 


If you do not have a copy of our 
latest A.B.C. report, ask for it now. 
It gives you the facts about our cir- 


culation—facts we want you to know. 


MODERN PACKAGING 


425 FOURTH AVENUE 
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An A. B.C. 


NEW YORK, N. Y. 


Publication 





A.B.C.= Audit Bureau of Circulations= FACTS as a yardstick of advertising value 
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When the 


Sales Dept. says YES 


This machine 
wont say NWO” 


OO often in the past a good merchandising 

idea had to be shelved because the packaging 
machinery was not, or could not be, adapted to 
handle it. 


Today we guard against this. 


Here’s what happens right along: One com- 
pany decides to market its product in a larger or 
smaller size ... Another adds an entirely new product 
to the line . . . A third improves the appearance of 
its package by using a different wrapping material... 
A fourth decides to get out a special combination 
offer of two products in one wrap... Another would 
like to market its goods in an open tray with a trans- 
parent wrap to display the goods. 


Now, in all these cases it would formerly have been 
necessary to buy new wrapping machines. But today 


PACKAGE MACHINERY COMPANY 
NEW YORK CHICAGO 
Mexico, D. F., Apartado 2303 

Peterborough, England: Baker Perkins, Ltd. 


THESE AND MANY OTHER WELL-KNOWN 








our modern machines can be easily adapted to new 
requirements—usually with a few simple adjustments. 


Such versatility is an important ally of sales. And 
it protects your investment against that sly enemy, 
obsolescence. 


When you modernize, do it with an eye on future 
needs as well as present savings. Look for flexibility. 


We are at present producing 78 different types of 
wrapping machines, suited to a wide variety of prod- 
ucts. Let our nearest office give you complete infor- 
mation regarding wrapping machines for your type 
of package. 


ee Springfield, Massachusetts 
CLEVELAND LOS ANGELES 

Buenos Aires, Argentina: David H. Orton, Maipu 231 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 





PRODUCTS ARE WRAPPED ON OUR MACHINES 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING 
IP RODYCWIOWN 


MACHINERY AND EQUIPMENT 








Thirteen of the dozens of diferent 
package units made on the nine 
Transwrap machines of the Heide 
plant. Note the eyeletted paper 
tops attached to the larger pack- 
ages to permit hanging them on 
wire racks for display. Note also 
the sanitary individual wraps for 
lemon drops and similar candy units. 
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HEIDE HAD A PROBLEM 


Back in 1869, a young man named Henry Heide opened 
shop in a small store in downtown New York as a candy 
maker. There were probably a hundred other such 
candy makers in similar shops supplying sweetmeats for 
the sweet teeth of the bustling Metropolis. But young 
Henry Heide wasn't content to work as the others did. 
Even in those days—and probably in no clearly formu- 
lated fashion—he was dissatisfied with the idea of mak- 
ing candy in the back room of a little store and practi- 
cally on a “‘to order basis.’’ This dissatisfaction bore 
fruit in the development of new methods of candy mak- 
ing, new varieties of candy and—gradually—in the start 


of a long series of expansions. 
The building of this plant and the passing of the 
founder of the business did not, however, put a stop to 





and invented its own machine which now 
packs everything from nuts to tire patches 


expansion and to the development of new methods. 
This process went on within the plant and the associates 
of Henry Heide and his successors have been responsible 
for many of the most important innovations of candy 
manufacturing methods in the past few decades. Nor 
have they limited activities to the field of manufacturing. 
The packaging industries, by and large, owe much to 
the Heide organization for one machine development 
which originated in the Heide plant but which has found 
application in dozens of other plants, not merely in the 
confectionery industry but in a host of completely unre- 
lated fields which were confronted, in one form or another, 
with packaging problems similar to that of Heide. 

In the late 1920's and in the first years of the present 
decade, the Heide organization was very much attracted 
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to the possibilities of transparent cellulose as a packaging 
material. They intended to use it as a wrap and in bag 
form for many of their products and found that it offered 
very substantial merchandising advantages. 

Heide engineers, however, were not satisfied with the 
manner in which the material lent itself to packaging 
operations. They sought some means whereby all sorts 
of objects, from tiny cinnamon drops to moon-shaped 
jelly beans, might be sealed within cells of cellophane, 
speedily, at low cost and, if possible, automatically. 
The goal they set themselves was very difficult to be 
overtaken, namely, the development of a machine sufh- 
ciently flexible to take any one of dozens of candy prod- 
ucts of widely variant shape, weight, stickiness and 
fragility and to gently place a measured quantity of 
these products within a tightly sealed sheet of cello- 
phane at a rate of from 60 to 180 per minute. 

The first attempt of everyone who was experimenting 
with this problem—and there were many at the time— 
looked toward the development of a bag filling machine, 
one which wouid either make a bag or take a pre-fabri- 
cated bag, then fill it with candy and finally seal the open- 
ing through which the candy had been filled. While this 
method offered certain advantages in many fields, the 
tas a Heide engineers felt that it was not applicable to their 
particular problem, that it did not offer the possibilities 
for automatic performance and for the speed and flexi- 
bility which they sought. 







































— oe 
ne. ae 
oon 


sae: 





1. Front view of the latest model machine. Fully automatic, 
this model operates at speeds as high as 180 finished packs per 
minute. 2%. Brushes, actuated by chain drive, help sweep 
candies or other products into the pockets of the revolving 
head. 3. The longitudinal seams are applied by heated rollers 
located just below the forming tubes. Transverse seams are heat 
sealed by the clamping unit seen at the bottom of this illustration. 
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WRITE FOR COMPLETE INFORMATION ON ANY PACKAGING PROBLEMS 
THE PACKOMATIC WAY—IS ALWAYS THE NEW WAY! 


ECONOMICAL 
CASE SEALING METHODS 


Both top and bottom flaps of packed cases are 
automatically opened, glued, folded, and 
sealed with this Packomatic machine. Rapidly 
adjustable for various sizes, operates at speeds 
of 3 to 30 cases per minute. May be equipped 
to glue top or bottom flaps only, with full 
spread, or spot glue spread, if desired. No 
operator required. * 




























Positive Plunger Type Feed 
and Timing Device 
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PACKOMATIC AUTOMATIC PAPER CASE SEALER 


Just a Few Nationally Known 
Packomatic Customers 
The Quaker Oats Company 
Canada Dry Ginger Ale, Inc. 
Proctor & Gamble Company 
Jos. E. Seagram & Sons 
United States Tobacco Co. 
Armour & Company 
Schenley Products Co. 

S. C. Johnson & Son, Inc. 
and many others 


RINGTONE 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 





—= 


















Representatives 
CHICAGO SAN FRANCISCO 
NEW YORK LOS ANGELES 
B N SEATTLE 
CLEVELAND DENVE 

ST. LOUIS 






R 
NEW ORLEANS 






*OUR ENGINEERS HAVE DEVELOPED BRAND NEW 1938 TIME 


Outer Flap Spreaders and 
SAVING CASE SEALING METHODS—WRITE FOR COMPLETE DETAILS Giiag Wethadion 
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They therefore reasoned along the following lines: 
‘Since it is impractical for our purpose to place the can- 
dies into the bag, perhaps we can wrap the bag around 
the candies. Perhaps we can make a machine which will 
measure off or count off our candies in desired quantities 
and place them into our bag at the very moment when 
we form the bag from a roll of cellophane.” 

In this simple formulation lay the germ of the Trans- 
wrap machine which was designed and built in the 
Heide plant in 1932. But between this formulation and 
which, 





the successful operation of the first machine 
incidentally, is still in use at Heide’s—there stood the 
necessity for solving a whole series of problems. 

It was necessary to synchronize the process of measur- 
ing and moving the candies with the heat sealing opera- 
tion on the cellophane, a job which is far easier to 
describe than to do. It was necessary to devise a registry 
unit which would insure the proper positioning of print- 
ing on each package. It was essential that the pack- 
ages, as formed, be of sturdy construction and tightly 
sealed in every seam, yet, at the same time, it was essen- 
tial that some means be provided for easy opening of the 
packages. Finally, the fragility of the product placed a 
very difficult obstacle before the engineers. 

The machine as devised at this time may be described 
roughly as follows. The candies or other materials to 
be packaged are fed into an overhead reservoir or feed 
hopper, fitted when necessary with screens, moving 
brushes or other devices to hold back over-sized pieces or 
agglomerates. Units or measured quantities to be pack- 
aged fall into position in holes in tube-like pockets in a 
revolving feed head, the capacity of these pockets being 


4. Electric eye mechanism to correctly position printed wrapping 
materials. 5. A view of the Transwrap room in the Heide plant. 
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varied according to the product being packaged and the 
quantity placed in each package unit. 

From these measuring pockets, the products to be 
packaged are delivered, at a uniform rate, to two form- 
ing tubes. While it would be possible to design ma- 
chines having a single tube or more than two such 
tubes, the ideal has been found, in practice, to be 
a tandem machine forming two packages at every 
stroke. 

The wrapping material, which may be almost any 
heat-sealing material, is fed, from rolls located at the 
back of the machine, to the outside of the forming tubes 
where guides cause it to wrap around the tube. As it 
passes the lower end of the forming tube, a rotary heat- 
sealing device causes the over-lapping edges of the pack- 
aging material to form a longitudinal seam. The form- 
ing tube may have a circular, square or oval cross-section 
to suit the needs of the product being packaged. Since 
the wrapping material is shaped on the outside diameter 
of the forming tube, the thickness of the tube itself de- 
termines the ‘‘give’’ or extra bagginess of the package 
which can be held to very slight dimensions. 

As the transparent material progresses past the heat- 
sealing device which has caused it to become a cylinder 
by effecting the longitudinal seam, a transverse seal is 
applied by an electrically heated clamping unit which 
may or may not be fitted with embossing dies. As this 
heated clamp closes to form and heat seal the bottom of 
the packet, thedelivery head releases the measured portion 
of product to be packaged into the forming tube and 
hence into the partially formed transparent package. 
The heated clamp automati- (Continued on page 87) 
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THE PACKAGING LEADERS ARE PNEUMATIC USERS 





EWEL Tea Company, producers of the famed Jewel Pan Fired Green Blend, 





acquired their first Pneumatic equipment in 1924. Steady customers ever 
since, they have now purchased a total of 33 Pneumatic machines. Lady Esther, 
nationally famed maker of cosmetics, bought her first Pneumatic machine in 1933, 
now owns and operates 8 other units. Like other leaders in varied fields, these two 
outstanding companies have found complete satisfaction in Pneumatic service, and 


profit in Pneumatic’s “lower cost per container” operation. 


OUMNH) LowER COST 


PER 


ee eee CONTAINER 


PACKAGING € BOTTLING EQUIPMENT 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs 
Station) Branch Offices in New York; Chicago; San Francisco; 
Los Angeles: Leeds, England: Paris: Melbourne; Sydney, N.S.W.; 


Wellington; and Buenos Aires 
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The Ferry-Morse Seed Co., like most large suppliers ot 
plant and garden seeds, finds a very large portion of its 
sales volume through the use of seed display stands to 
hold tiers of seed packets in upright position where they 
may be readily and easily examined and selected by 
amateur gardeners. 

The problem of filling such display stands would be 
complicated enough if all stands utilized the same as- 
sortment of seeds. However the very nature of the prod- 
ucts which the company prepares demands that almost 
every order be individually collated to meet local pur- 
chasing habits and the climate and soil conditions of the 
order's point of origin. 

A uniquely efficient solution has been devised for this 
problem of filling display stands with every seed assort- 
ment in the form of an overhead chain conveyor system 
using specially designed cars or carriers. The order fill- 
ing clerks stand at tables ranged along side of the con- 
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A MOVING SEED LIBRARY 


is the means adopted by the Ferry-Morse Seed 
Co. to facilitate order filling of seed packages 


veyor system and have immediately above them both a 
transcript of each order to be filled and one or more seed 
display stands. As the various carrier cars pass by them, 
they select the packets of seed they require to make the 
particular assortment upon which they are working. 
Each type of seed is numbered to correspond with ap- 
propriate numbers on the order sheets. 

The trays in these carrier cars are held in slanting posi- 
tion so that as each packet of seed is removed to fill an 
order, the remaining packets move forward to ready ac- 
cessibility. Below the five banked trays which each 
carrier handles are two horizontal shelves which bring 
to the operators additional display racks as required. 

At the far end of the great loop of overhead chain con- 
veyors the various trays on the carriers are replenished 
with long, narrow cartons of seeds. The seeds come 
down from the packaging machines on the floor above on 
chutes ‘and operators fill the racks (Continued on page 96) 


1. The conveyor with its carrier cars is here seen moving from the 
rear of the room toward the camera. The filling tables, each with 
its order holder at eye level position, may be seen ranged along 
side of the conveyor. The turn in the conveyor, as seen at the 
extreme left, leads to the point where empty trays are removed 
to be sent to another floor for re-filling at the packet filling 
machines 2. Empty spaces on carriers are filled by number as 
the conveyor passes the supply chutes. This view is taken from 
the inside of the conveyor loop 3. Packets of seeds in long, 
narrow cartons travel from packaging machines from the floor 
above via these steel chutes, equipped with dividers or lanes. 
From their resting points at the bottom of these chutes, packets are 


lifted as required and placed on the adjacent traveling carriers. 
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IT’S NEW SaS SPICE PACKAGING 


McLaughlin, Gormley, 
Kmg Company... 
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When new spice filling and packaging machinery was ’ = 3 
recently installed in the plant of McLaughlin, Gormley, ae 
King Co., Stokes & Smith Equipment was the choice. 
The results have been more accurate weights, clean Fi : 
tightly sealed packages and maximum production with . 
minimum floor space. : 


In addition to spices, S&S Equipment is widely used for 
all kinds of food, drug, chemical and toilet products. 


There is almost sure to be some type of S&S Automatic x 
or Semi-Automatic Packaging Machinery that will cut a 
your packaging costs, speed your production. : 


A sample of your products will bring full details of 
what S&S Equipment can do in your plant. Write today. 


STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 


Frankford, Philadelphia, U.S.A. 
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Front and back views of the Hubbell Squab Co. package disclose an interesting design which emphasizes 
the conical shape of the container itself. Note the Tearstrip feature which permits the consumer easy 
access to the product while providing full safeguards against tampering. Photo courtesy Mono Service Co. 


QUICK-FROZEN SQUABS 


The challenge to the ingenuity of package suppliers 
which has been offered by the quick-freezing process is 
gradually being met in a number of varied ways. The 
royal road to a solution which seemed to be available 
when quick-freezing was first introduced has been dis- 
covered to be an illusion and nowadays packers consider 
each new product as presenting not only a separate freez- 
ing problem but a separate packaging problem as well. 
Some types of packages which lend themselves particu- 
larly well to certain frosted foods are found to be com- 
pletely unsuited to others and in many an instance, the en- 
tire practicability of quick-freezing for any given product 
still depends upon the invention of a suitable package. 
One interesting recent development is found in the use 
which the Hubbell Squab Co. has been making of a 
conical paraflined container equipped with a patented 
easy opening device as an integral part of its structure. 
The company has today attained an annual production 
of some 40,000 choice squabs a year, the major portion of 
which are now being quick-frozen. The one-pint Tear- 
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now come to market in easily 
opened tamper-proof containers 


strip containers are shipped to the Los Gatos plant of the 
Hubbell Squab Co. in two parts, the main body of the 
container, the small end of which is closed in manufac- 
ture, being nested prior to shipment so as to occupy a 
minimum amount of shipping and warehouse space. The 
flanged and grooved paper closures for the large end of 
the containers are shipped simultaneously in matching 
number. Both container and closure are packed in 
tightly sealed cartons which, it is claimed, maintain the 
sterility first given to the containers by a hot dip paraffin 
waxing process. 

At the packing plant, the containers stand in inverted 
position, small end downward, and are first filled about 
one-third full with previously prepared broth. A pair of 
No. 8 or No. 9 squabs Ci.e., 8 Ibs. or 9 lbs. to the dozen) 
are then packed into each container and sufficient broth 
poured over the squabs to fill each package. 

A small hand operated capping machine is then util- 
ized to place the closure firmly into position. Another 


machine, with a sealing head (Continued on page 90) 
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vill Libetrite! 
2 
@ PERFECT REGISTER with no wiping of bottles! 


@ BOTTLES or JARS with any size or shape labels! 
@ LOWER OPERATING COSTS—at 60 or more a minute! 






abe 


No Production executive can afford to 


Say ‘‘No!’’—Because the Pony Labelrite is a positive 
means by which executives really reduce costs and produce 


finer looking products. 
Send for fully illustrated catalog proof! 


NEW JERSEY MACHINE CORPORATION 


1600 Willow Avenue ee New Jersey 





CHICAGO OFFICE: Sutin sapsenanantieien in 16 cities—for your eveetinedl 
549 W. Washington Blvd. 
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b gulament and Materials 


NEW DEVELOPMENTS IN PACKAGING MACHINERY - METHODS AND SUPPLIES 








ELECTRICALLY OPERATED WEIGHER 


The Triangle Package Machinery Co. has announced the 
Triangle-Rapp ‘‘Elec-Tri-Pak’’ Weigher, a new packag- 
ing machine. It is designed to package a wide range of 
products, including items heretofore never handled by 
machine, into containers by means of electrically operated 
vibration plates called ‘‘Electric Fingers.’’ It is said to 
handle delicate products such as potato chips, marsh- 
mallows, crackers, etc., without injuring them in any 
manner. Other items being packaged by the machine 
include candies, noodles, cookies, seeds, bolts, screws, 
nails, dog food, electrical parts, tablets, etc. 

The manufacturer guarantees accurate weights within 
a small fraction of an ounce as well as a production three 
to four times that of hand packaging. Control of the 
machine is accomplished by means of specially calibrated 
radio-type dials. 

The hopper, an integral part of the machine, is waist 
high to facilitate loading. A continuous belt carries 
the products from the hopper to the vibrator feed plates. 
The action of these vibrating plates is such that discharge 
is rapid until the container is filled close to weight. 
Then the vibration changes so as to dribble in just enough 
to bring the package to exact weight. Adjustments 
can be made to set the machine at a wide range of pre- 


determined weights. 





Triangle Package Machinery Com- 
pany’ “‘Elec-Tri-Pak’’ Weigher. 
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Tab-Pad set designed for use of retailers in conjunction with 
specially designed label closures and satchel bottom cello- 
phane bags for grocery staples and other similar products. 


PRICE MARKING AID 


A convenient hand printer for stamping price, weight and 
item indications on small tabs designed for use in con- 
junction with satchel bottom cellophane bags has been 
developed by the Continental Bag Specialty Corp. and 
Oneida Paper Products, Inc. 

The set, known as Tab-Pad, contains rubber dies 
identifying 30 different types of bulk goods such as peas, 
noodles, raisins, prunes, etc., and additional dies for price 
and weight marking. Two die holders, stamp pad and 
type tongs complete the set which is designed to be used 
in connection with Tab-Lok label closures and the 
sponsor's Ful-Lok transparent bags. 


IMPROVED LABELING MACHINE 


The New Jersey Machine Corp. has announced the de- 
velopment of two attachments, improving the perfor- 
mance of its Pony Labelrite machines in certain instances. 
A self-centering device and automatic ejector for small 
bottles has been developed and may be procured as an 
attachment to the standard Pony Labelrite as a means of 
making easier the feeding of small bottles to the ma- 
chine and of insuring centering of labels on the bottles. 
The normal position of the centering device is slightly 
opened so that a bottle may be placed in the jaws with 
ease, there being room to quickly insert the bottle into 
place. As the jaws come together, they centralize the 
bottle in position and thus compensate for undersize or 
oversize containers and permit of accurate spotting work. 
After the bottle has been labeled and the pressure applied 
to the label itself, these jaws then open wide, dropping 
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Have YOu 
aq Problem Child?” 


Don’t just walk the floor with your gluing 
troubles. Let the ‘‘Mikah Boys’’ diagnose the 
cause and prescribe the remedy. 










Our Service Department will gladly recommend 
the ‘“‘Mikah’’ Glue or Paste best suited to your 
individual requirements. 


National Apwesives CORPORATION 


. NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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the bottle through so that no removal, by hand, of the 
bottles is necessary. Removal instead is effected by 
by means of a chute placed directly below the jaws and 
leading either to a conveyor or a suitable large container. 
The operator's responsibility is thus restricted to placing 
the bottles into position. It is claimed that this device 
makes possible a substantially increased production per 
Operator or per machine. 

A second attachment is designed to convert the stand- 
ard machine into a duplex machine, capable of labeling 
two small bottles at a time. The device is applicable, of 
course, only to bottles within the range of the machine. 

By means of this device, two bottles are cut off at a 
time from the conveyor and turned down to horizontal 
position simultaneously. They are then pushed directly 
into labeling position where the suction carrier, equipped 
with two mouthpieces, carries two labels across the 
glue roll and accurately spots these on the two bottles. 
Double pressure is then applied by an extended pressure 
device and the bottles are ejected from the machine. 

A production of 120 labeled bottles per minute, it is 
claimed, can be attained by means of this attachment. 





Left: Automatic centering device for small bottles. Right: Tan- 
dem bottle feeding device for increasing labeling speeds. 


NEW MODEL BOTTOM STITCHER 


The Ideal Stitcher & Manufacturing Co. has announced 
the development of an improved model of its Ideal Bot- 
tom Stitcher, capable, it is claimed, of stitching from 200 
to 800 cases per hour. The machine is available in two 
styles. One model has a throat depth of 12 in. and is 
capable of handling containers up to 24 in. square by 4o 
in. deep. The other, with a 20-in. throat depth, can 
handle containers up to 4o in. square by 43 in. deep. 
Both machines operate at a speed of from 150 to 300 
staples per minute. 

The smaller model occupies a floor space of 30 in. by 
18. in., the larger a space of 38 in. by 18 in. A dual 
treadle arrangement is utilized which, it is claimed, 
makes for great ease in operation and permits the opera- 
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New Ideal Bottom Stitcher with dual treadle arrangement. 


tor to concentrate attention upon movement of the box 
rather than upon the machine itself. 

The operator's right foot first presses down the outer 
of the two treadles which controls the clincher post and 
then, with the same foot, depresses the inner treadle 
which instantly establishes contact with the stitching 
mechanism. 

The ‘machine is also equipped with a variable speed 
silent V-belt drive which, it is claimed, eliminates former 
fixed operating speeds in favor of a speed of from 150 to 
300 stitches per minute, permitting a flexible range of 
speed. The speed of operation is governed by turning 
the adjustment screw. The motor switch on the device 
is portable and may be placed at any point best serving 
the convenience of the operator. 


WORLD'S FAIR PAPER 


A packaging ‘‘first’’ is marked by the appearance of a 
World's Fair box covering and wrap paper offered by the 
Charles W. Williams & Co., Inc., who has produced it 
with the approval of the New York World's Fair authori- 
ties. The paper utilizes the Fair's color scheme with 
decorations imprinted in blue on an orange stock. De- 
sign consists of a number of line drawing renderings of 
World's Fair buildings and New York landmarks. 


METAL-CLAD MICRO SWITCH 


A new type of Micro Switch, with an over-travel of !/; 
in., known as Series Q has been announced by the Micro 
Switch Corp. This switch has a */;; in. diameter actuat- 
ing plunger which can be moved '/; in. beyond the op- 
erating point without straining the snap action mecha- 
nism, changing its characteristics or without affecting its 
life of millions of operations. 

A pre-travel of .o15 in. movement with an operating 
pressure of 7 to 8 '/2 oz. and a movement differential 
of .c002 in. to .0003 in. is required to operate the switch. 
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A PACKAGING PROBLEM ce 
$2000 a year 


























The manufacturers of Colorado Spinners are well pleased with the application of Bostitch- 
ing to their packaging problem. Fish hooks are not easy to handle and sewing was 
awkward and slow. Yet there seemed to be no better way—until a Bostitch field man 


went to work on it. 


They say: ‘Due to his inventive genius and his untiring efforts he has furnished us with 
two machines...on which we believe we will save over $2000 this year in the manu- 


facturing cost of our article.” 


These Bostitch field men—300 of them—backed by 18 Bostitch engineers—are constantly 


helping manufacturers to solve fastening problems—improving their packages and 


products—and saving them money. 








Write for information on your par- 
ticular fastening problem. Better 
yet, send samples for suggestions. 


BOSTITCH 


56 Division Street 
EAST GREENWICH, RHODE ISLAND 


(In Canada, Bostitch-Canada, Ltd., 
Montreal) 








Representatives in 97 cities in the 


[ NICKEL / 0 | | NICKEL Mm United States and Canada and in 39 
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AEROPLANE SPINNER.MFG.CO, ~ REROPLANE 504 ah —REROPLANS. other countries. 
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Micro Switch for use on automatic packaging machinery. 


Contact arrangements can be for normally closed, 
normally opened or double-throw circuits. Listed by 
Underwriters’ Laboratories for 10 amperes, 125 volts 
A.C.—2 amperes, 600 volts A.C.—!/2 h.p. motors 115 
to 460 volts A.C. 

This switch is placed and sealed in a metal housing 
with right- or left-hand angle conduit fitting, threaded 
for '/, in. pipe. Metal housing also available with */; 
in. straight fitting. Overall dimensions 2 '/s in. high, 
1 in. wide, 3 '/, in. long. 

The cap of the large plunger is hardened and polished, 
making it possible to use the Series Q metal-clad switch 
in direct contact with a high-speed actuator. This latest 
addition to the Micro Switch line is, it is claimed, 
suitable for exacting service on automatic machinery. 


NO-KAP CLOSURE FOR CANS 


The Scovill Manufacturing Co. has announced the de- 
velopment of a No-Kap type of closure for use on talcum 
powder cans and for other containers of similar type. 
The closure operates on a principle of two perfect hemi- 
spheres sliding against each other under pressure. It is 
claimed that by this method faster opening and closing is 
achieved and pouring made easier. 

The closure can be operated by the index finger of the 
hand holding the container, thus freeing the other hand. 
Accidental tipping of the container, it is further claimed, 
will not result in spilling of the contents. The device is 
applicable to containers for all granular material such as 
salt, pepper, tooth powders, spices, cleaning powders, 
granular soaps, as well as for liquids. Units are avail- 
able in aluminum, in natural finish, in Indurite finishes or 
in a combination of natural aluminum and plastics. 





No-Kap closure as applied to three types of metal containers. 
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FLUID INK PRESS 


The John Waldron Corp. has announced the development 
of a new ‘‘all purpose’’ press designed to distribute any 
type of fluid ink and thus adaptable for use in the pro- 
duction of a wide variety of converted paper products 
and materials. The press may be utilized for water 
colors, aniline, pigment lacquer, rotogravure, letter 
press and surface printing inks and, it is claimed, is very 
quickly convertible from engraved to surface printing 
operation and vice versa. In this connection it is im- 
portant to note that surface prints may be superimposed 
upon engraved effects when using inks of light base. 

The Model B fluid ink press is proportioned to handle 
materials from 30 to 60 in. in width. A Model C press 
is designed to handle board widths up to go in. with 
equal accuracy. Both units permit addition of frame 
sections at anytime for such extra colors as may be re- 
quired. By means of a novel, inter-connecting mechani- 
cal drive, register adjustments may be made without 
stopping the press and without the necessity of auxiliary 
apparatus—in fact, the press adjustments in detail are 
readily understood by the layman. 

Following the printing, electric and air drying is 
effected in tandem and the goods may be festooned or 
rewound direct, depending upon the character of the 
fluid ink used. The company announces that the new 
presses may be had in various sizes and combinations to 
meet the production and special needs of converters. 





Waldron Model B fluid ink press. 


NEW PAPER LACQUER 


E. I. du Pont de Nemours & Co., Inc., has developed a 
new paper lacquer which, it is claimed, affords a pro- 
tective film impermeable to water vapor. Its purpose is 
to prevent moisture from entering into packaged goods 
which should be kept dry and similarly to retain the 
desired quantity of moisture in those products which 
should be kept moist. 

In addition to its protective features, the lacquer is 
said to add brilliance to colors on labels and prevents off- 
setting and smearing of inks on labels of products which 
must be packaged while hot. Further it is claimed to be 
resistant to scuffing and scratching and can be made to 
resist alcohol, grease and other reagents. 
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“TOP” PERFORMANCE & ACCURACY 
FOR EVERY TYPE OF MATERIAL 


No matter what your requirements are 





we can supply you with semi- or fully 






automatic net and gross weighers to 






handle free flowing or non-free flowing 






materials in any style or size of con- 
tainer. Or, we can supply equipment 
to produce the package from start to 








finish. 






NATIONAL MODEL GE SCOTT NET WEIGHER 
Speed: 20 to 35 per minute (gravity operated) 
Capacity: 14 lb. to 3 Ibs. 

Space Required: 1% wide by 2) ft. long 

Tripod or Pipe mounting optional 

Power feeders are required for handling non- 

free flowing materials. 










Check the data below each of the machines. 
Note the high speed, the low operating costs and 







the wide variety of sizes and weights that can be 







handled. Long life, high performance and un- 





‘aI*n accuracy are built into every machine. NATIONAL MODEL MH 
failing accuracy are to every machine Naas Gran 


Semi-Automatic Bond machines may be equipped Speed: 10 to 50 per minute. Semi- 


automatic. 

Fully Operator: One. Adjustable for 
d packages 8 inches square or 

round and up to 14 inches high. 







for weighing, packing or volume filling. 





automatic machines can be equipped for weigh- 


ing, volume filling, or both. There is a proper 






mode] for your particular requirements. 















NATIONAL MODEL MG NATIONAL MODEL MN BOND GROSS WEIGHER 
BOND GROSS WEIGHER Speed: 50 to 120 per minute. Fully Automatic 
Speed: 10 to 30 per minute. Semi- Operators required: None. 
Automatic Adjustable for packages up to 5 inches long by 37, inches 
wide and up to 10 inches high. Automatically divides 





Operator: One. Adjustable for 
packages 8 inches square or round 
and up to 14 inches high. 


containers into two lines and assembles filled ones into 
one line. 








UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


OWNING AND OPERATING 


NATIONAL PACKAGING MACHINERY CO. 


18 Arboretum Road, Roslindale, Mass. 


Branch Offices 
(On nn nOw- ene) . LOS ANGELES . LONDON 


NEW YORK . CLEVELAND ENGLAND 
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FOR YOUR 





Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


THE UNITED STATES ENVELOPE CO., Springfield, 
Mass., has published a new booklet entitled ‘‘Color 
Printing of Transparent Cellulose Bags and Envelopes.”’ 
The publication is intended to serve as a guide to effec- 
tive transparent packages and contains a generous dis- 
play of tipped-on samples, executed in face printing, 
reverse printing, printing with metallic inks, etc. 
Cellophane printing techniques are illustrated and 
commented upon in a simple and non-technical manner, 
designed to interest those executives who desire trans- 
parent packages planned to suit a particular product. 


A SURVEY of the current status of the container manu- 
facturing industries has been issued by Poor's Publishing 
Co., Wellesley, Mass., as one of a series of this organiza- 
tion's industry and investment surveys. 


PACKAGE RESEARCH LABORATORY, Rockaway, 
N. J., has made available a series of bulletins relating to 
the Bruce All-Bound boxes developed by that organiza- 
tion for citrus fruits. The company also issues similar 
bulletins for other fruits, vegetables and various other 
industrial products. 


‘““HERE’S TO YOU" is the title of a brochure issued by 
the Anchor Hocking Glass Corp., Lancaster, Ohio, 
which illustrates a variety of decorated beer glasses. 
The utilization of name, trade mark, monogram or slogan 
on beer glasses is suggested as an effective medium for 
sales promotion of beer. 


TWO RECENT RULINGS of the State of New York 
Liquor Authority affecting the use of window displays 
have excited much interest in the beer and liquor field. 

In its bulletin, published Aug. 2, the Authority 
warned manufacturers and wholesalers against the 
furnishing to retailers of window decorations and against 
the dressing of retailers’ windows, pointing out that such 
activity would be regarded as a violation of Section 1o1 
of the New York State Alcoholic Beverage Control Law 
which provides that ‘‘It shall be unlawful for a manu- 
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facturer or wholesaler licensed under this chapter to make 
any gift or render any service of any kind whatsoever, 
directly or indirectly, to any person licensed under this 
chapter which, in the judgment of the Liquor Authority, 
may tend to influence such licensee to purchase the 
product of such manufacturer or wholesaler.” 

Finally, on August 29, on the basis of information 
secured at a series of hearings, this ruling was amended, 
through the issuance of an amendment to the Liquor 
Authority's Rule 11 governing services and gifts to re- 
tailers, the following paragraph being added to the Rule. 

‘4. Window decorations and the dressing of retail- 
ers’ windows may be furnished, given or sold to a retail 
licensee provided that: 

‘‘(a) The aggregate cost to any manufacturer or whole- 
saler of such window decorations and dressing of the 
window, including all labor, material and equipment 
therefore given or sold in connection with any one retail 
establishment in any calendar year, does not exceed 
the sum of $10.00. 

“Cb) No fee, gratuity, rebate, credit or discount of any 
nature whatsoever is given or promised to such retail 
licensee for the use of such window, and for such service, 
by any manufacturer or wholesaler.” 

For the guidance of licensees, the Liquor Authority 
furnished the following explanatory information. 

‘Brand signs and placards: Distinction is made by the 
Liquor’ Authority between brand signs or placards and 
window decorations. Brand signs or placards complying 
with Rule 3 may be displayed in the interior or show 
window of premises of an on-premises retailer and groceries. 
Such legal brand signs or placards are not defined as 
window decorations. The price thereof need not be in- 
cluded in the maximum cost of the decorations prescribed 
by paragraph 4. The display of brand signs or placards in 
the interior or show window of a package store (off-premises 
liquor or wine) is prohibited by Rule 3. 

“Size of signs in groceries: Signs and placards which ex- 
ceed 15 in. by 18 in. or 270 sq. in. may be displayed in 
groceries if permission has first been granted. Requests 
for permission should be referred to Deputy Commis- 
sioner Edwin H. Kaufman in the New York City office of 
the Liquor Authority. 

“Containers: Bottles or other containers containing 
alcoholic beverages may not be furnished or given by a 
manufacturer or wholesaler to a retailer for window deco- 
ration purposes. Containers or alcoholic beverages 
which have been purchased by the retailer may be dis- 
played in the window of the premises. Empty bottles 
may be furnished by a manufacturer or wholesaler, pro- 
vided a hole has been bored in the bottom of the bottle.” 


HAMPDEN GLAZED PAPER & CARD CO., Holyoke, 
Mass., has issued a swatch book on its Paragon water- 
proof enameled and embossed papers, available in a wide 
selection of distinctive patterns and in a variety of colors. 


ROYAL PAPER CORP., New York, N. Y., has issued a 
new swatch book of its Threadtone papers, illustrating 
five shades in various color printing combinations. 
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HEIDE HAD A PROBLEM 


(Continued from page 74) 





cally closes on the packaging material, drawing it down 
the required length during which time the top of one 
package and the bottom of another is sealed. When 
this clamp reaches the bottom of the stroke, it automati- 
cally opens and travels to its upper position, ready to 
again grasp another portion of the package material. 

This forming, filling and sealing operation continues 
automatically. A synchronized knife severs each com- 
plete packet from the one before it while the third packet 
is being formed and filled. The cut edges are usually 
serrated to permit the purchaser to easily tear the seam. 

Since 1932, the company has installed nine of these 
machines, named for obvious reasons, the Transwrap, in 
its own plant and has made millions upon millions of 
packages, ranging from tiny wraps for a single small 
piece of candy to bags holding very substantial portions. 
Ten to twelve different types of products are packed on 
each of the machines, located in a light filled room on 
an upper floor of the Heide plant. This variety of prod- 
ucts can be handled by a single machine without any 
alterations except for the changing of the measuring cups 
in the revolving feed head. 

With the invention of the machine, which at the time 
received the interested attention of numerous manufac- 
turers, the Heide organization found itself in a strange 
new position and, through a subsidiary, manufactured 
several dozen other machines which have been distrib- 
uted throughout the country to plants packaging drug 
products, candies, nuts, tire patches, etc. Machines were 
devised to package powders as well as candy-like prod- 
ucts. In spite of the high speed of the machines, a sur- 
prising degree of accuracy is maintained. For instance, 
machines which package powders, control the amount 
of material in 3-0z. packages to 1/100 of an oz. In an- 
other case, a machine packaging one gram of tooth 
amalgam works within a variation of weight of not 
more than '/, of a grain plus or minus. 

The popularity of the machine finally reached a point 
where it was deemed best to turn it over to an established 
package machinery manufacturer who could properly 
service the many firms desiring to use it in the solution of 
their own problems and could supply the engineering aid 
necessary in solving the specialized problems presented 
by those who desired the machine's advantages. 

The most recent model has incorporated a number of 
improvements over earlier units, most notable of which 
is an electric eye registering device which permits the 
accurate use of pre-printed wrapping materials and in- 
sures a proper registry relationship between the printed 
material and the upper and lower seams of the package. 

Credit: Walter R. Zwoyer of Henry Heide & Co. for 
invention and development of the Transwrap machine; 
Stokes & Smith Co. for manufacture of present models. 








New HEAVY DUTY 
Miller Model MP 
Wrapping Machine 


Wrapping the package isn't 
enough! It must catch the eye 
.. . invite purchase. 


The new Miller Model MP 
wraps a steady flow of uni- 
formly _— perfect _—packages. 
Smooth running, __ instantly 
adjustable, the MP produces 
beautifully wrapped packages 
at a constant swift pace. No 
halts, no delays. Shipments 
move out on time. 


Wider adjustment range of the 
Model MP guarantees extra 
savings. It wraps more sizes, 
seldom stands idle. Accurate 
cut off control can be provided 
for printed wrappers. 


to 


Sailing 


PERFECT 
PACKAGES 









PROFIT by writing! 


14 So. Clinton St. 


WRAPPING & SEALING MACHINE CO. 
CHICAGO 







SEPTEMBER 1938 87 








Plants and Personalities 


NEWS 


FRANK K. GREENWALD, former vice president in 
charge of sales of the National Adhesives Corp., New 
York, N. Y., has been elected president, succeeding 
Alexander Alexander who becomes chairman of the 
board. Arthur D. Fuller, former vice president in 
charge of manufacturing, has assumed the post of 
executive vice president and Chester A. Gage, manager 
of the company’s western division, has been elected a 
vice president. 

Mr. Alexander, for 42 years president of the National 
Adhesives Corp. and of its predecessor, the National 
Gum & Mica Co., will continue to take an active part 
in the direction of the company’s business. 

Mr. Greenwald, one of the youngest men to head an 
industrial company, being just past 40, joined the 
National Adhesives Corp. as sales manager in 1920. 


DR. CHARLES 
H. HERTY 


DR. CHARLES H. HERTY, internationally famous for 
his research in paper making, died July 27, at the age 
of 71, at Savannah, Ga. Dr. Herty was particularly 
well known to the packaging industry for his successful 
development of southern kraft paper manufacturing 
methods, culminating last January with the opening of 
the Fernandina, Fla., plant of the Container Corporation 


of America. 


THE KRAVAN MACHINERY CORP., New York, 
N. Y., announces the purchase of the patents and rights 
to the Eltekon Paper Shredder, formerly marketed by the 
Edwards Sales Co. The machine, incorporating refine- 
ments in design, is now known as the Shred-Master. 


KELLER-DORIAN PAPER CO. has moved its New 
York offices from 390 Fourth Ave. to 516 West 34th St. 
Telephone Chickering 4-5057. 
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TRENDS 


RICHARD L. 
SNIDEMAN 


RICHARD L. SNIDEMAN, formerly vice president of 
American Coating Mills, Inc., has been elected president 
to succeed C. C. Colbert, president and general manager 
of the company since 1910. Mr. Colbert has been named 
chairman of the board and will aid the management in 
an advisory capacity and also will have charge of re- 
search work and promotion of new developments. 
Further change of executives was the election of L. C. 
Daly, production manager, to first vice president in 
charge of production. C. W. Dunnington remains as 
secretary and treasurer. 


THE GOODYEAR TIRE & RUBBER CO., INC., Akron, 
Ohio, has appointed sales representatives for its Pliofilm 
material in New York and Chicago. Wm. J. O'Keefe 
will make his headquarters in Goodyear’s New York 
district office and H. R. McCleery will be located in the 
Chicago district office. 


J. EDWARD MURRAY, president of the Maryland Glass 
Corp., Baltimore, Md., died on August 14. 


DEXTER FOLDER CO. announces the removal of its 
New York offices to 330 West 42nd Street, Room 2000. 


HENRY T. BROWN, president of the Brown & Bailey 
Co., Philadelphia, Pa., died on August 16. 


On page 38 of the August 1938 issue of MopERN 
PacKAGING, a series of closures designed for use in con- 
junction with holiday packages were inadvertently not 
credited as to source. These are designed by the Arm- 
strong Cork Products Co. and were shown through their 
courtesy. 
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De You Dislike 


“REGIMENT” READERSHIP? 


T 


Are you one of those fine old ‘‘rugged’’ individuals who would rather give away 
your copy of Modern Packaging than have someone ogling at it from over your 
shoulder? 

Are you one of the executives who want to get Modern Packaging before the office 
boy, his gal friend in the bookkeeping department, the assistants in the sales 
division, the scrub woman? 


Is your office one in which each copy of Modern Packaging is pounced upon by 
a pack of hungry readers? 


Then you know whereof we speak when we recommend an individual subscrip- 
tion for yourself. No one knows better than you the value of Modern Packag- 
ing in supplying all the news, all the facts, and a wealth of workable ideas... . 
And no one knows better than you just how irritating and destructive to crea- 
tive thinking are the jangling phones, constant interruptions that make your 


day at the office one fatiguing grind. 


But in the solid comfort of your home, away from peering eyes, away from visit- 
ing salesmen with your good at heart, you can settle back with Modern Packag- 
ing and really get somewhere, solving your package, equipment, and display 


problems. 
We suggest this subscription be sent to your home. 


Mail the card attached to this issue at once. 


MODERN PACKAGING 


425 FOURTH AVENUE NEW YORK, N. Y. 
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QUICK-FROZEN SQUABS 


(Continued from page 78) 





rotating at high speed, then spins the flanges of the 
container and the closure together, making a tight leak- 
proof seal. Containers are then inverted, the closure be- 
coming the bottom or base of the package. The conical 
shape provides a very stable container, making for easy 
handling in packing rooms and by the dealer. 





Each squab container is filled with two squabs and the 
necessary broth through its wide end. The hand 
operated capping machine with counterweighted lever 
handle, then places the closure firmly into position. 


The sealed containers are then placed in brine at about 
zero degrees Fahrenheit and are frozen to solidity in 
approximately two hours. In shipment they are packed 
twelve to a carton, all seams and openings of the carton 
being thoroughly taped and the shipping containers then 
placed in a holding refrigerator. When packed for final 
shipment, four shipping containers are usually placed in 
a shipping case sufficiently large to permit insertion of 
insulating material all around the shipping cartons. 

In the hands of the consumer, opening of the contain- 
ers is accomplished by a simple lifting of a tab provided 
about one inch below the top or small end. This tab 
tears away a horizontal band which forms an integral 
part of the container, leaving the product itself easily 
accessible in the lower three-quarters of the cone. 

The decoration of the package has been designed to 
emphasize, to the fullest possible extent, the conical 
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The closure sealing machine is motor driven by hand con- 
trol. The head of the machine, rotating at high speed, 
spins the flanges of the container and the closure together, 
making a tight leak-proof seal. The closure, in use, 
becomes the bottom of the container which is opened 
by the consumer by means of the Tear-strip feature. 


shape of the container. Two illustrative panels in the 
lower portion of the front and back sides of each con- 
tainer are tapered to achieve this emphasis. On one 
panel, live squabs are shown. On the other, the product 
is illustrated ready to serve. All lettering is likewise 
tapered to emphasize the shape of the container. 

Credit: Mono Service Co. for the manufacture of the 
containers and of the machines used in the application of 
container seals. 





CELLULOSE LINED CANS 


(Continued from page 46) 





wall, when created by this method, is firmly locked into 
position and presents no rough edges or ‘‘leakage 
points.’’ An ordinary strip of cellophane is built into 
the interior of the container, along the spiral seam, as 
a further protection. The cellophane lining thus be- 
comes an integral portion of the spiral wound can. 
While not adapted as a moisture-proof lining in this 
instance, it is claimed that such moisture-proofness can 
be secured by the new construction method. The new 

















A NEW 
TOLEDO | 
= 


@ Brings traditional Toledo Accuracy to your 
important repeat-weighing and checking opera- 
tions. Its superior features include: 

Rugged Construction—wide-spaced, super- 
size pivots and bearings. Heavy-duty, self- 
adjusting dash pot. 

Ready-To-Use Anywhere—carrying handle is 
in-built. Scale weighs accurately even when out- 
of-level. Light in weight, compact in dimensions. 
Distinctive Design—Lever 
and vital working parts within 
housing. Exterior is polished, 
die-cast aluminum. 


Choice of Models—center- 
tower or end-tower types. Both 
have 1” to oz. indicator travel. 
Sensitive to 1/64 oz. Special 
platters, scoops, etc. for spe- 
cific requirements. 
Write for a demonstration, or 
detailed information. 















LEI 20 


Model 1091. 
Center-tower type 


is Model 1095. 


[KO}R: 


DO 
SCALES 


TOLEDO SCALE COMPANY + TOLEDO, OHIO 


Sales and Service Offices in Principal! Cities. 




















YOU 


F ARE INTERESTED 


IN REDUCING YOUR 
CARTON PACKAGING COST 





Send us samples of your 
cartons and ask us to 
recommend equipment to 
set up and close them 
economically. The ma- 


7) chine illustrated sets up 
: } a wide range of carton 


sizes as shown below. 





For many years our staff of engineers have solved 
carton packaging problems and saved companies all 
over the world thousands of dollars. Likewise we 
will be pleased to solve your problem and recom- 
mend machines to meet your requirements. Equip- 
ment available to operate at speeds ranging from 30 


to 60 cartons per minute. Consult us or write today. 





PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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type of container is believed to have particular applica- 
tion in the case of products containing flavoring oils or 
similar materials which would be ‘‘soaked up"’ by the 
ordinary fibre can’s walls. The cellophane lined cans, 
of course, resist such soaking action and thus permit 
manufacturers to utilize a reduced amount of such ex- 
pensive oils and extracts, since they need not anticipate 
losses due to the “‘blotting action’’ of the container and 
the dissipation of oils through the walls of the can. 

Credit: Cleveland Container Co. for the manufacture 
of the cans here shown and for the development of the 
patented Cleveco fabricating process. 





‘“WIRELESS’’ NEON DISPLAYS 


(Continued from page 68) 








CAMPANA'S GIFT CONTAINERS 


‘Continued from page 41) 





to brand it as a single-season item and unsuitable for 
after-Christmas gift sales. This policy, the company 
believes, greatly enhances the attractiveness of the pack- 
age as far as the dealer is concerned, since it does not 
leave him with unseasonable merchandise. 

The new container is a reproduction—of glass and 
lithographed metal—of one of the classic columns such 
as are found in old Greek or Roman temples. Because 
most of these old columns were fashioned of white 
marble, an opal glass has been utilized to achieve an ex- 
tremely attractive effect when topped by the blue litho- 
graphed metal shell cap which bears company and prod- 
uct name in delicate reverse white lettering. To avoid 
marring the beauty of the container, all other label in- 
formation is placed on a round foil label attached to the 
recessed bottom of the unit. 

A special problem was encountered in capping the 
bottle because of the company’s desire to make this con- 
tainer, as well as its standard container, fit the more than 
three million home dispensers which had been distrib- 
uted and are in use throughout the country. These 
dispensers require a standard 24 mm. cap on the container 
and the use of such a cap with the consequent ‘‘necking 
down”’ of the bottle would, of course, have destroyed 
the Greek column effect. The solution of this problem is 
found in the use of a bottle with a flat, broad shoulder 
and a short neck, surmounted by a standard 24 mm. cap. 
Over this is placed an over cap or shell cap which carries 
out the straight lines of the column and snaps into place 
over little lugs which have been blown into the top 
neck of the bottle. 

While the product will probably not be available for 
retail sale until late in October, the company reports 
that the reactions received since its announcement and 
display to the trade would indicate that the new package 
bids fair to enjoy the largest sale of any gift package 
which it has offered in the last five years. 

Credit: Design by I. Willard Crull, vice president, 
Campana Sales Co. Bottle by Hazel-Atlas Glass Co. 
Cap and over cap by the Phoenix Metal Cap Co. 
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not be mounted at a distance from the face of the display 
as a means of protection against voltage breakdowns. 

The letters are easily changed and can be handled with 
ease and safety. They light when placed in position and 
go out when removed, there being no connections, plug- 
ins or contacts necessary. This very factor may, on oc- 
casion, provide an additional element of interest since 
the novelty of the effect may serve to attract consumers 
to the display, particularly where the display is used in 
conjunction with a demonstration of a product and in 
instances where the demonstrator may be called to 
manipulate the sign. 

The power packs are available in a variety of sizes to 
meet different requirements. All may be plugged into 
any 110-volt alternating current outlet and the smallest 
size, capable of operating fifteen 2-in. letters, consumes 
approximately 50 watts of current. Eight watts are re- 
quired by the power pack capable of carrying twenty 2- 
in. letters and 100 watts on still another radio frequency 
oscillafing pack will supply 50 letters. 

The tubes are made of glass tubing shaped into the 
forms of letters, symbols and characters and bent to 
follow the stroke or outline of the letter. Instead of 
doublebacks, right angle ‘‘T’’ splices are utilized and 
each letter is an individual tube placed on its own indi- 
vidual background. Thus complete interchangeability 
is achieved and wording or price marking may be changed 
as desired, simply by the insertion of alternative letters 
into the proper positions. Through the use of various 
gases and metal vapors, it is possible to provide a com- 
plete range of colors covering the entire spectrum of red, 
yellow, blue, green and violet and including a variety of 
shades of each color. 

The new type of sign would seem to have particular 
application in those instances where frequent changes of 
copy or of price marking would be desirable. When 
used in conjunction with a display fixture, the prob- 
ability is that the product advertised would be featured 
on the permanent display fixture and the dealer permitted 
to change price markings or other identifications through 
means of the changeable illuminated letters. Construc- 
tions are even possible—in view of the ‘‘wireless’’ fea- 
ture—involving the placement of letters inside glass 
containers, transparent cellulose containers and in similar 
positions where the very novelty of their position will 
arouse attention and interest and where wired or other 
type of illuminated signs cannot, of course, be placed. 
The letters may likewise be used in conjunction with 
motion devices such as turn-tables, where ordinary 
illuminated effects would be difficult to attain. 

Credit: To Lustron Lights, Inc. for the manufacture 
of letters and power packs; to Catalin Corp. for the 
letter bases. 
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NEW ACCURACY GOALS 1n 


CUTTING TO PRINTED REGISTER 





STANDARD EMBOSSER 





For tissues, cardboards, covers, offset papers, liner boards 
and other materials taken off jumbo rolls and delivered to 


vanailie To those leaning on the importance of greater economies thru 


waste elimination and precision accuracies in “‘Spot-Sheeting”’ 
Unit illustrated has single drum winder but same unit may | do we address our invitation to investigate our new 


be furnished with double drum or friction shaft winder. | 
; | DIFFERENTIAL CUT-REGISTER CONTROL UNIT 
Hudson Sharp embossers may be obtained in varied designs 


for any purpose. Hudson Sharp steel embossing rolls and For cutting to register, printed wraps, labels, etc. This unit is to 

paper rolls are especially designed for any embossing pur- be had on Beck Sheeters controlled either by hand or ELECTRIC 

pose. EYE. 

HUDSON SHARP MACHINE COMPANY CHARLES BECK MACHINE COMPANY 
Green Bay, Wisconsin 13th & Callowhill Sts. Philadelphia, Pa. 
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YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS 
The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 
Motor is underneath, out of the way. 
Equipped with REEVES drive for speed control. 
New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting the machine proper. One for stopping and start- 
ing filling mechanism. 










No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 


All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stirring Device as shown is 
recommended for materials that do not flow 
DETROIT MICHIGAN - readily aaa standard ‘iscsi : 
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G-E IS IN THE SOAP BUSINESS 


(Continued from page 37) 





right quantity of soap to be used with the machine. 

The outer or sales package utilizes a three-color effect 
with the design printed in blue and pale green on a white 
background. Co-designers A. J. Fries and Charles 
Staurovsky utilize, as a central figure of their package, a 
silhouette of the G-E washing machine with the ma- 
chine’s trade mark characters, the happy Monday twins 
pointing to it and standing on either side. It was hoped 
that by inclusion of this picture of the washing machine 
to suggest to the housewife that machine and compound 
should be linked together for the greatest efficiency. 

Background of the design consists of a series of slant- 
wise, waving lines and bubbles suggestive of soap suds. 
The General Electric and monogram are, of course, promi- 
nently displayed and, to identify the product as a novel 
development, each package bears a slogan ‘‘The new way 
to wash."’ The single portion packages are of essenti- 
ally the same design reproduced, as a one-color job. 

The company reports that although the product has 
been on the market for a very short time and therefore the 
determination of a conclusive dealer and consumer reac- 
tion is as yet impossible, the packages have moved fast 
when displayed in electric dealer stores, the principal 
outlet. Of perhaps even greater importance to the com- 
pany, at the present time, than any larger volume of sales 
is the effectiveness with which washing machine sales- 
men can utilize the mere fact of the existence of the prod- 
uct in closing sales for the washing machine itself and 
in keeping washing purchasers satisfied with their ma- 
chine through the avoidance of difficulties formerly 
caused by soaps not suited to the nature of the mechani- 
cal washing process. 

Credit: Cartons made by The Ohio Boxboard Co. 





PLANNING FOR COST REDUCTIONS 


(Continued from page 56) 





to be of a design to protect the contents and still cause 
the least inconvenience when contents are to be taken 
out. Here standardization should again be kept in mind. 
We had five packers for packing various types of a par- 
ticular product. All were of the same design but there 
were three different types of closure. Consulting our 
carton maker, we determined the novelty lock type of 
closure was the most economical, so we adopted it for 
all, reducing the cost by 12 per cent. 

Closure: Although, as noted in the preceding para- 
graph, usage has a bearing on closure, it is important 
that the opening of the carton, if possible, be on the 
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sides of the carton taking a minimum of board, and that 
it be of the simplest type. For example—we had a num- 
ber of cartons with novelty lock top and bottom open- 
ing. These were oblong in shape with the top and bot- 
tom being much the larger sides. A change was made to a 
reverse tuck carton with the opening on the smallest 
side. The reduction in board used was approximately 5 
per cent, with a corresponding saving in carton cost. 
Another carton opened top and bottom with a long tuck 
flap and two large side flaps. Again the opening was 
changed to the small side, with a reduction of 24 per cent 
in board and a saving in cost of 40 per cent when the sav- 
ing by eliminating seals was added. 

Sealing: In many cases it is necessary to glue flaps or 
use seals, gummed tape or string to keep them from open- 
ing during handling to the consumer. We found the use 
of printed gummed tape less expensive than printed seals 
and reduced our costs by 4o per cent. Where seals or 
small labels must be applied by hand, usually labor cost 
will be reduced by buying gummed labels. In some 
cases, on products of light weight, the use of a lock on 
the flap, as illustrated, will eliminate the need for sealing. 

Changes in Construction: The substitution of a sleeve or 
shell is possible in some cases where large packers are to 
be used to hold a number of small cartons which are 
square or oblong in shape. It may be possible to elimi- 
nate printing the sleeve or shell by exposing the side of 
the cartons, showing their contents. We had been put- 
ting one of our major products in a packer with novelty 
lock on one end. The other end was open and was 
covered by a large label. The substitution of a shell, as 
illustrated, reduced the amount of board used by 50 per 
cent and eliminated the need for the label. The reduc- 
tion in cost was 42 per cent. In such cases, the shell must 
fic tight to hold the contents securely. 

Another case—we were using a set-up box covered 
with an expensive paper. End labels had to be put on 
which also acted as seals. In this case, the contents re- 
quired protection from crushing. We substituted a fold- 
ing tray which fitted into a reverse tuck printed carton 
with flap lock. The combination of tray and carton 
gave the necessary protection to the contents, labels were 
eliminated and the flap lock eliminated sealing, all of 
which cut our costs 43 per cent. 

Another product had a hinged lid with special rein- 
forcement in the box to support the lid when closed. 
Because of this construction, the box had to be covered 
by hand with labels. The construction was changed and 
a telescoping hinged lid substituted. This box could be 
machine covered and also took less material. Our cost 
was reduced by 60 per cent. 

As a final illustration—we had a plain paper covered 
set-up box which had to be labeled with a long label 
which also sealed the ends. We substituted a lighter box 
which was covered by a printed label, the end of which 
was not glued to the box by the vendor. In this case, the 
savings by eliminating the labels and labeling was 33 per 
cent and more than offset the slight increase in the cost 
of the new box. 

These illustrations were selected from 48 problems on 
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M7t BE DIVIDED 
ON THIS ACME 
ACCURATE MEASURE 
PRODUCTION FILLER 


I’ IS literally true that the Acme Accurate Measure Filler 
is so accurate that drops can be split for the most per- 
fect and accurate fill ever accomplished! 

If the liquid you are bottling is costly, highly taxable, 
subject to impost duties, narcotic, medicinal—or if there is 
any other reason where the measurement into your con- 
tainer must be accurate to the fraction of a drop, then this 
filler has a definite place in your production picture. 

Split-drop, precision filling is an accomplished fact, 
whether you are filling fractional-ounce vials or gallon 
containers. 

By measuring the quantity of the product by volume— 
(or space occupied in cubic units )—in the filling machine 
before it is allowed to flow into the container, the result is 
an absolutely identical fill for each and every container—a 
fill so accurately controlled that compensation is made for 
the product adhering to the insides of the filling tube. Com- 
pensations for temperature differences on the volume of the 
product to be filled can be made. 

Write today and get the extremely interesting story on 
these machines of brilliant engineered-design by asking 
for Bulletin AF-1. 


US.BOTTLERS MACHINERY CO. 


4030 N. ROCKWELL ST. 
CHICAGO ILLINOIS 























Thousands buy 
These products 


for 
“POCKET or 
PURSE” use! 


because 
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There’s an undeniable selling ad- 
vantage in packing your product 
in smart-looking, dainty 


unbreakable 
@ 


The ‘“pocket-and-purse’’ market is a constant user 
of pharmaceuticals or first-aids. Give those constant 
users the assurance that the products they buy are 
packed in unbreakable Hycoloid—with your label 
“processed” right on the container. 

A department specializing in container designing 
is ready to co-operate with your company... .« 
Just write— 


HYGIENIC TUBE & CONTAINER CO. 


42 Avenue L, Newark, N. J. 
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which we have worked. On some few we were not able 
to make any changes, on others we made a complete 
elimination of some materials and some labor operations. 

This type of work is best done by a man trained in 
methods of work because of his knowledge of labor opera- 
tions. By reading and studying current issues of maga- 
zines dealing with packaging and by reference to the 
PackaGING Catatoc, he can become informed on pack- 
aging materials. Above all, an open mind must be kept 
and he must not be influenced by past practice and habits 


in packaging. 





PROTECTING THE CONSUMER 


Continued from page 40) 





the need for such individual wrapping being obviated 
by the box packing. 

In the case of Irwin screw drivers, a new type of dis- 
play package has been utilized as a means of putting 
over to the consumer a series of facts about the product 
that the average clerk could not be expected to provide. 
The company's screw drivers are guaranteed to pass 
three performance tests—for twisting, for bending and 
for hardening—as a means of indicating to the consumer 
their superior qualities. 

Copy describing these tests is tied to each individual 
driver by means of a card, so folded as to fit over the 
driver head and over the shank and to form a three- 
dimensional display piece. The card is designed to gain 
consumer attention and to encourage handling of both 
card and product since the latter is attached to the former 
and must be lifted to permit reading of the card. 

The individually packaged screw drivers are available 
in telescopic set-up boxes or in sets of six in counter dis- 
plays of breakback folding construction. 





A MOVING SEED LIBRARY 


(Continued from page 76) 





on the conveyor from the back side or interior of the 
loop. At one point on the conveyor loop, just beyond 
the last order filler, empty cartons are removed from the 
conveyor and passed upstairs for re-filling. 

It is interesting to note in regard to this installation 
that the conveyor system here is designed to facilitate 
hand operations rather than as a means of joining two or 
more machines into series. Through the use of this elabo- 
rate yet essentially simple system, the company has 
been able to vastly speed up the filling of its display rack 
orders, handling hundreds of thousands of packets daily. 

Credit: Conveyor system utilized, supplied by The 
Lamson Co., Inc. 
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ACID RESISTANT CLOSURE 


(Continued from page 60) 





high temperature. As used in this instance, the heavy 
glass fabric is first washed free of all treating oils. It 
is then impregnated with a special material and cut into 
disks which are inserted, in the usual manner, into the 
Polystyrene molded caps. 

While this represents, perhaps, the first utilization of 
glass fibre or glass fabric in packaging, the material, it 
would seem, may be expected to find other applications 
in the packaging field. Its high resiliency, its heat 
resistance and low heat capacity and its light weight 
might prove advantageous in a number of applications 
in addition to those as closure linings. 

The Polystyrene closure is now being used by Merck in 
the marketing of Nitric acid and Ammonia water and is 
being experimentally applied in the case of Sulphuric and 
Hydrochloric acids. The closure is of a transparent 
amber color, matching the color of the bottle. The fact 
that the material is transparent may prove of interest in 
instances where it is desired to disclose either the finish 
of the container when the package is closed or non- 
tamperable markings under the closure of a sealed pack- 
age. Such markings would be visible yet completely out 
of the reach of all those who handle the package. 

Credit: Closure injection molded by the Mack Mold- 
ing Co. Lining fabric manufactured by the Fibre Prod- 
ucts Division, Corning Glass Works. 





FIVE WAY COUNTER DISPLAY 


‘Continued from page 63) 





row base of the display. This throws sales emphasis 
upon the package itself—the merchandise the grocer 
wants to sell. 

At the proper point in each of the bays, an area— 
exactly the size of a Sterling package—is printed on the 
base of the display so that anyone setting it up will place 
the packages in the proper position. When so set, the 
customer can see the front of the package and, reflected 
in the foil, the sides and back as well. No matter from 
what angle the consumer views the display, a full picture 
of the package is therefore presented. 

The unit occupies an area only 8!/2 in. square and may 
thus be set in any available counter position. The em- 
phasis which the display places upon the package rather 
than upon advertising copy permits the use of the unit 
in almost any position within the store—set upon a low 
counter, in a window or near the cash register. 

Credit: Designed by The Simpers Co., Inc., and pro- 
duced by Banes & Mayer. 
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THAT REFLECTS 
THE GLORY OF 
MEDIEVAL 
PAGEANTRY 


Today our modern craftsmen 

transform Reynolds Metal inte 

new and lustrous materials that 

suggest chased Copper, Hammered 

Silver, Cloth-of-Gold, and Exotic 
Fabrics. 


REYNOLDS 
METAL 
EMBOSSED 
UNIFOILS 


BEAUTY...PROTECTION...POINT-OF-SALE DISPLAY 

















LOOK IN YOUR 
SHIPPING ROOM 


to see what 


MAKESHIFT ADHESIVES 
ARE COSTING YOU! 





They may seem to work right on the production line. They 
may even cost a few pennies less, though they seldom do. 
But, if you really want to know what you're paying for 
makeshift adhesives, look into the room where return pack- 
ages and damaged goods are stored. 


Many manufacturers have found that the assurance against 
such damage and returns which UPACO adhesives provide, 
is in itself a commanding reason for using no other materials. 
But, beyond this, UPACO users gain advantages on the 
production line fewer reiects, faster production 
lessened waste, lowered spoilage! And, to top it all, they 
command the constant service of UPACO’S famous research 
laboratories, for twenty years and more the leaders in 
developing special adhesives for special needs. 


TO LOWER PACKAGING COSTS 
CALL IN THE UPACO ENGINEER 


UNION PASTE CO. 


200 BOSTON AVE. 


MEDFORD, MASS. 





YOU CAN USE THIS NEW 
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ACME Colordtitch veces 


SELL PACKAGES 


@ If you’re interested in increasing your business, try this new 
sales-stimulating material—Acme Colorstitch. It provides the “‘finish- 
ing touch” that will interest new customers and hold the old ones. 

Many package designers and manufacturers are improving the 
appearance and increasing the sales appeal of their cartons by using 
stitching wire in colors. Staples, which are the same color as the 
printed carton, set new standards for carton appearance and economy. 
Stitches in contrasting colors or in the colors of one or more of the 
design elements provide many pleasing and unusual effects. 

Made in all standard flat stapling wire sizes, Acme Colorstitch 
may be used successfully on all carton stitching equipment. Carton 
production is faster when Acme’s five- or ten-pound one-piece coils 
are used. There are fewer stops for coil changes, and the uniform 
width, thickness and temper of Acme stapling wire assure maximum 
stitching speed. 

Originally Colorstitch was used in making fancy and display cartons. 
However, it is now being used economically on all types including 
shipping packages. A sample card, which will indicate some of the 
possibilities of sales promotion and appearance improvement, should 


be in your files. Mail the coupon for it today. There is no obligation. 


ACME STEEL CUMPANY - 


General Offices: 2843 Archer Ave., Chicago, III. ~{a" 
Branches and Sales Offices in Principal Cities az 





Acme Steel Company 
2843 Archer Avenue, Chicago, Illinois 
Mail the card of colored samples of Acme Colorstitch 


Have the nearest representative call to explain the 
possibilities of Colorstitch 


Name 


Street 
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THE CONSUMERS’ REPRESENTATIVES 


(Continued from page 33) 





matters and in its ability to obtain the support of various 
organized groups, one of the most potent and influential 
of forces. 


TheConsumerRetailerRelationsCouncil 


For many years, in the scraps and squabbles of the con- 
sumer movement, the retailer has found himself in an 
unenviable position. Looking upon himself as an essen- 
tial link in the manufacturer's distribution chain, he has 
tended to side with the manufacturer in his resistance to 
what he considers totally unjustified attacks upon his 
business practice and those of the manufacturers whose 
merchandise he sells. 

At the same time, in his position as the purchasing 
agent for the consumer, he has found himself with con- 
flicting sympathies, feeling that misleading advertising, 
misbranding of merchandise, lack of accurate and pre- 
dictable standards, lack of informative labeling and other 
manufacturer-induced troubles were bringing down the 
wrath of the consumer, quite undeservedly, on his head. 

In September of 1936, the first step in an attempt to 
resolve this problem was taken with the formation of an 
Advisory Committee on Ultimate Consumer Goods of 
the American Standards Assn. This committee brought 
together representatives of retailer and consumer organi- 
zations to sit down and work out a program of standards, 
gtading and labeling in the interests of the consumer and 
of the retailer as the consumer's purchasing agent. Re- 
tailers were represented through the National Retail 
Dry Goods Assn. The Federal Government participated 
through three of its bureaus. Consumers were repre- 
sented through five national organizations whose com- 
bined memberships run into millions. 

As an outgrowth of this advisory committee, there has 
arisen the Consumer-Retailer Relations Council which 
includes in its membership two types of organizations: 
First, and at all times to be dominant, are the national 
associations of consumers. Secondly, the national asso- 
ciations of retailers and an associate membership of 
associations of advertisers, manufacturers, better busi- 
ness bureaus, etc. 

It is hoped, through this body, to achieve the adapta- 
tion of a number of specific objectives and to establish a 
long-term machinery for the accomplishment of most 
consumer-organization aims on a basis of negotiation 
and joint research between consumers, retailers and sup- 
pliers, rather than on the former basis of agitation, legis- 
lation and fighting. 

The council has listed its specific objectives as follows: 


To secure the adoption of adequate standards for 
consumer goods and to promote the use of such 
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standards and grade labeling based on these stand- 
ards by all retailers and consumer groups. 

To promote the wide use of other types of informa- 
tive labeling on those commodities for which stand- 
ards are not yet available. 

To develop agreements on terms used in describing 
consumer goods and services. 

To promote truthfulness in locai and national adver- 
tising and to assist in making it more informative. 
To encourage practices which will reduce abuses of 
such privileges as charge accounts, returns, deliver- 
ies and similar services. 

To develop codes of ethics for both retailers and con- 
sumers. 

To promote more informative and helpful sales- 
manship. 

To foster local cooperation between local retailers 
and local consumer groups. 


Whether it will be able to accomplish these objectives 
in any large measure will depend, of course, upon the 
temperateness of the course it adopts and upon the co- 
operation and patience of manufacturer, retailer and con- 
sumer representatives. 

Already one major step has been taken with the publi- 
cation of a preliminary booklet on the extremely con- 
troversial subject of informative labeling. The booklet 
is being distributed to a wide group of retail stores, 
manufacturers and consumers in order to secure comment 
and criticism and in the hope of arriving at at least a 
minimum mutually acceptable basis for informative 
labeling in certain fields. 

The booklet is composed of two sections. One is de- 
voted to a discussion of the purpose of informative label- 
ing and its desirability from the standpoint of the re- 
tailer, the manufacturer and the consumer. The other 
section consists of loose-leaf ‘‘check lists’’ containing 
suggestions as to the material which may be included on 
informative labels concerning composition, construction, 
performance, use and care. 

The commodities included in the publication are, 
according to the Foreword, among those for which in- 
formative labels are in greatest consumer demand at pres- 
ent. Suggestions for labeling are given for the following 
commodities: blankets, cutlery, hosiery—both men’s 
and women’s—mattresses, piece goods, sheets, men’s 
shirts, slips and petticoats, towels, women’s wash dresses 
and window shades. Suggested labels for additional prod- 
ucts, as well as a revision of the present check lists based 
upon the returns obtained, will be incorporated in a 
labeling manual for wide distribution, it is explained. 

It is significant to note that this first foray into the 
field of labeling concerns itself principally with textile 
items, a field in which manufacturers such as Cannon 
Mills, Inc., Montgomery Ward & Co., Marshall Field & 
Co., Chatham Blanket Co., etc., have already done very 
specific work and one in which the issue is beset with no 
such background of heated controversy as exists in the 
canning and food industries. 
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Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 
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Efficient, specialized machinery 
.- fifty-eight years’ experience... 
great skill...assures that Lowery 
and Schwartz will do a coating 
job for you of higher quality, 
prompt delivery, low cost... su- 
perior in all respects. 

















Greater Visibility 
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LUSTEROID! 


Rare indeed is the container that can offer both 
visibility and better protection, as LUSTEROID does. 
That is why both public and manufacturers regard 
LUSTEROID so favorably for tablets, pills, powders, 


certain liquids and semi-liquids. 


The attractive, clean surfaces of these handsome con- 
Their 
breakage, 


tainers reveal and enhance your product. 


tough, resilient construction eliminates 


leaking, and seepage. 


And in addition to all this, LUSTEROID is light in 
weight—about 80% lighter than equivalent glass ! ! 


Which means further savings in shipping costs ! ! 


Investigate LUSTEROID yourself. It has, you will 
agree, everything for a better package . . . sales- 
appeal . . . low initial and handling costs . . . better pro- 


tection for product. .. 








LUSTEROID 


CONTAINER COMPANY, INC. 








Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
SOUTH ORANGE, NEW JERSEY 
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The New Good, Drug MAST SITUA 





On June 25, the new Federal Food, Drug and Cosmetic 
Act—which had been hanging over industry for at least 
five years in one form or another—received the Presi- 
dent's signature. Some sections of the law went into 
effect immediately and the balance of the Act will 
become effective on June 26, 1939. 

The law vitally affects almost every package-using 
firm in the food, drug and cosmetic processing industries 
and in a number of related fields and extends Government 
regulations and restrictions far beyond the scope of any 
previous Act. While the effect of many of the provisions 
of the law cannot as yet be accurately predicted, since 
much will depend upon the regulations promulgated by 
the administrative bodies, it is already clear that many 
and far-reaching changes will occur as a result of this 
Act, not merely in processing and labeling, but in pack- 
aging as well. 

In point of fact, containers used for food products— 
and not merely the products themselves—will be subject 
to the most rigid regulations. The Act permits the ad- 
ministrative bodies to supervise, by one means or an- 
other, production of containers and even the materials 
going into the manufacture of the containers. It like- 
wise permits regulation of the storage of food stuffs and 
may thus further affect the packager’s choice of con- 
tainers since various possibilities of contamination 
during storage will have to be guarded against. 

Separately tabulated in another section of this survey 
will be found an outline, prepared by the Food and Drug 
Administration, of the differences between the new and 
the old law, which would seem to affect packagers 
in their selection, design and utilization of packages. 

For the package designer, the new law presents both 


Food Law Provisions 


The New Federal Food, Drug and Cosmetic Act 
makes many provisions which will affect the manufac- 
ture, use and storage of packages. Certain of these are 
predictable from the context of the law itself. Others 
will depend, to a very large extent, upon the manner 
of the law's administration and perhaps on subsequent 
court decisions when contests arise. Presented below 
are those sections of the official digest of the new law— 
prepared by the Food and Drug Administration—which 
would seem to most directly affect packaging. 

1. Forbids traffic in confectionery containing metallic 
trinkets and other inedible substances. 

2. Specifically requires label declaration of artificial 
coloring, artificial flavoring and chemical preservatives 
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a problem and an opportunity—a problem in the shape 
of a number of additional elements of information and 
identification to clutter up the design and to limit visi- 
bility, readability and general gracefulness and eye 
appeal—an opportunity in the fact that literally thou- 
sands of packages, long antiquated in design and con- 
struction, must now be revised in order to effect com- 
pliance with the law in relation to labeling and other 
factors. In this process of redesign, these may profit- 
ably be brought up to modern packaging standards in 
many other respects, notably in convenience for the con- 
sumer and the dealer, in resistance to the destructive 
action of various types of handling and in modernization 
of appearance to meet newer marketing conditions. 

Manufacturers wiil be short-sighted indeed if, in 
assigning the task of making their packages comply with 
the law, they do not go far beyond mere compliance to a 
consideration of all these other factors. In this respect, 
and quite unwittingly, the consumers’ organizations and 
the many other groups, whose pressure brought about 
the revision of the old Food and Drug Act and the pas- 
sage of the present bill, have conferred an unexpected 
opportunity upon all packagers. 

Certainly where protective features are introduced in 
the process of redesigning packages, manufacturers might 
profitably capitalize on this opportunity by including, in 
their designs, suitable explanations of why and how these 
features have been introduced. Such explanations will 
serve, in large measure, to forestall the ill effect of poorly 
considered criticisms which may yet be raised against the 
newer packages—as they have been raised among the old 
in many instances—by the various consumer information 
organizations. 


Affecting Packaging 


in food, but exempts butter, cheese and ice cream from 
this requirement in so far as artificial coloring is con- 
cerned. 

3. Requires labeling of special dietary food to inform 
purchasers fully of its vitamin, mineral and other dietary 
properties. 

4. Provides for the promulgation of a definite and 
standard of identity and a reasonable standard of quality 
and fill of container for each food, but exempts from this 
provision fresh and dried fruits and vegetables, except 
avocados, cantaloupes, citrus fruits and melons. Butter is 
also exempt from this provision, but the act preserves the 
statutory definition and standard of identity for butter 
which became law in 1923. (The old law contains no 

















Process Label Company, because of its unique 
facilities, is able to offer manufacturers unusual 
quotations and an outstandingly high quality of 
creative workmanship in the making of protectively 
coated, high-gloss labels . . . in any number of colors 

. cut to any shape or design. We invite the 
inquiries of users of labels of all types. . . particularly 
those requiring quantities of as low as five thousand 
or upward to a hundred thousand. 


PROCESS LABEL COMPANY 


2716 3RD AVENUE, NEW YORK, N. Y. 














BOXES OF 
DISTINCTION 
FOR EVERY TRADE 


Rapid offers this wide selection of 
packages in various materials—paper- 
board and transparent cellulose— 
but all at uniformly low prices. 
















They are attractive in design, individual 
in shape; fitted for exclusive merchandise, 
and are moderate in cost. 

It’s box appeal that increases sales! 


Write for full information. 


RAPID CUTTING CO., Inc. 
161-173 Franklin Ave., Brooklyn, N. Y. 


1. Novelty Boxes—2. Heart Boxes—3. Bell- 
Shaped Boxes—4. Dividers—5. Round 
Boxes—6, Candy Boxes—7. Silver- 
ware Display—8s. Transparent 
Boxes—9. Jewelry Boxes— 

10. Dusting Powder 

Boxes 
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Do prospects interrupt 


your salesmen? 


No one ever interrupts 


a motion picture. 


WILLARD 
PICTURES 


Motion pictures have been proven 
to be the most powerful medium of 
expression. Use them to sell your 
prospects — train your salesmen. 
Ask us to give you details, costs 


and specific recommendations. 


130 WEST 46th STREET 


NEW YORK CITY 
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authority for the establishment of definitions and stand- 
ards of identity, and the authority to establish standards 
of quality and fill is limited to canned foods.) 

5. Requires the labeling of food for which no defi- 
- nition and standard of identity has been fixed to dis- 

close the ingredients by name, except spices, colorings 
and flavorings, which may be declared simply as spices, 
colorings and flavorings. Authorizes regulations pre- 
scribing exemptions from this requirement where com- 
pliance is impracticable or results in deception or unfair 
competition. 

6. Does not contain the ‘‘distinctive name’’ joker 
of the old law under which any mixture or compound of 
food not injurious to health can escape control. 

7. Brings under control drugs used in the diagnosis 
of disease and drugs intended to affect the structure or 
any function of the body. 

8. Brings therapeutic devices under control, and 
subjects them to the same general requirements as are 
set up for drugs. 

g. Prohibits traffic in drugs and devices which are 
dangerous to health under the conditions of use pre- 
scribed in the labeling. 

10. Requires labels of official drugs—i.e., drugs rec- 
ognized in the United States Pharmacopoeia, National 
Formulary or Homeopathic Pharmacopoeia of the 
United States—to reveal any differences of strength, 
quality or purity from the official standards. (The old 
law requires merely that the label bear a true statement 
of the strength, quality and purity of the drug, without 
showing the difference from the official standard.) 

11. Requires drugs intended for use by man to bear 
labels warning against habit formation if they contain 
any of a list of narcotic or hypnotic habit-forming sub- 
stances, or any derivative of any such substance which 
possesses the same properties. 

12. Requires the labeling of drugs and devices to bear 
adequate directions for use, but authorizes regulations 
exempting drugs and devices from this requirement 
where it is not necessary for the protection of the public 
health. 

13. Requires the labeling of drugs and devices to 
bear warnings against probable misuse which may be 
dangerous to health. 

14. Requires special precautionary labeling for drugs 
that are liable to deterioration. 

15. Does not contain the fraud joker in the old law 
under which the government must prove that false 
claims of curative effect on the labels of patent medi- 
cines were made with willful intent to deceive. 

16. Requires official drugs to be packaged and 
labeled as prescribed by the Pharmacopoeias and Formu- 
lary. 

17. Requires the labels of non-official drugs to list the 
names of the active ingredients, and in addition to show 
the quantity or proportion of certain specified sub- 
stances. Authorizes regulations prescribing exemptions 
from this requirement where compliance is impracti- 


cable. 
18. Proscribes the use of containers for food, drugs 
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and cosmetics which may render the contents injurious 
to health. 

19. Prohibits traffic in food, drugs and cosmetics 
which have been prepared or handled under insanitary 
conditions that may contaminate them with filth or 
that may render them injurious to health. 

20. Proscribes slack filling of containers for foods, 
drugs and cosmetics and prohibits the use of deceptive 
containers. 

21. Authorizes factory inspection of establishments 
producing food, drugs, devices and cosmetics for inter- 
state shipment. 





‘“'CREAM’’ IN A SET-UP BOX 


(Continued from page 48) 





Two other packages, retailing at ten and twenty-five 
cents, respectively, are designed for chain store distribu- 
tion. While the product, in both instances, and the 
product name are identical with that of the larger, drug 
and department store packages, the color scheme has 
been completely changed to establish a sharp differentia- 
tion between the two groups of packages. Smaller set-up 
boxes with gold base and scarlet hood are here utilized. 
The chain store packages are stapled to blue and white 
lithographed cards, reducing the chance of pilferage and 
permitting detailed telling of the story of the product at 
the point of sale. 

Credit: Design of all packages by Graphia Studios. 
Manufacture of the ten cent and fifty cent packages by 
Dennison Manufacturing Co. Manufacture of the 
twenty-five cent and one dollar set-up boxes by E. N. 
Rowell Co., Inc. 





CONVENIENCE FORTHEHUNTER 


(Continued from page 50) 





of course, has added a convenience for the consumer in 
the handling of shells in the field. 

The use of white coated outside liner on the new car- 
ton stock has permitted the utilization of a finer type of 
color printing than was formerly the case and this, to- 
gether with the addition of overall varnish, has resulted 
in a marked improvement in the appearance and display 
value of the cartridge cartons. The overall varnish, at 
the same time, serves the function of protecting the outer 
surface against marring and resists the action of rain or 
moisture when the cartons are in use. 

These advantages, it is reported, have been gained 
simultaneously with a considerable reduction in costs. 

Credit: Container Corp. of America for development 
of special board and for carton manufacture. 
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ATTRACTIVE SALT DISPENSER motded of Resi- 
nox by the Consolidated Molded Products Cor- 
_ poration for the International Salt Company, . 
\, Inc., both of Scranton, Pa. It has a screw type top 
Band a knob at the bottom which may be turned 
either way to release the salt tablets. Note the 
{ transparent window at front. 












The Resinox organization will gladly assist you 
in achieving similar attractive and low-cost designs. 


ok Send forthe new Resinox Catalogs. They will give you many 
unusual ideas on adding eye appeal and in lowering costs. 






RESINOX CORPORATION 230 PARK AVE., NEW YORK 
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thcre’s Why 
Women Buy 





Color, convenience, cleverness—three 
reasons why these Kurb tablet vials are 
standout merchandisers. The dark blue 
Durez body is perfect contrast to the 
light blue cap. The vials are feathery 
light, perfect for pocketbooks. 
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AY SOMETHING about “impulse appeal” to the average woman and she probably 


pivwon’t know what you’re talking about...but show her something that has it, and e se i fill ayant Bas 

Selling like a house afire are these watch-size 
: mee containers for facial cleansing tissues. Novelty, 
What makes “impulse appeal”? For two years, La Cross found it in the sleek beauty and utility are three obvious selling 
points. The use of Durez simplifies production, 
speeds up assembly. 





§watch her reach, examine, and buy! 


design, the smart quality appearance, the rich color of their Durez package which 













moved their nail polish across counters in ever-increasing quantities. 
Now La Cross has decided on a new package, and again they pick Durez! The 
ewest edition is slim, trim, strong on sales appeal. An extremely attractive acces- 
pory ior the dressing table. Doesn’t stain. Looks shiny and new always. 

This is only one of the outstandingly successful packages that have been created 
pf Durez. Shown here are two others, and a record-breaking display. All of which 
points up a moral...when you're considering a new package, it will pay you to look 
nto the advantages of Durez packaging. For further information and free samples, 


rite General Plastics Inc., 89 Walck Road, North Tonawanda, N. Y. 


Eye-catchers that catch pennies—this display 
; takes up less counter space than an ordinary 
book, but placed near the cash register it col- 
lects a rain of excess pennies. Here, again, 


Durez’ unlimited design possibilities enabled a 
clever designer to go to town with a good idea. 
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MADE BY SCOVILL MANUFACTURING COMPANY + MOLDING BY GENERAL ELECTRIC 


It you want a package or product 


with greater sales appeal, more beauty and convenience, at a practical 
cost, note well this new Bourjois compact. To give it the same rich- 
ness that distinguishes the entire Evening in Paris line, engraved metal 
parts were combined with a base of Plaskon molded color in a deep 
blue. Plaskon’s soft lustre and translucent depth of color contrasts 
beautifully with the gleaming metal, lifts the compact far above 
the class of everyday moldings. Specify Plaskon, the world’s largest- 
selling urea formaldehyde plastic, for successful molded packages. 


Plaskon Company, Incerporated, 2122 Sylvan Avenue, Toledo, Ohio. 
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